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CO Extra acres of trouble-free work with 


ISOTHERMAL HEAT TREATED Empire 
built ground engaging tools. A new 
toughness provides a istance 

shocks and jolts . . .edges stay sharper, 


firm resistance to 


last longer . . . no splitting or curling 
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“RED CHIEF" 
“PLOWMASTER"™ Y 4 


“THE LINE WITH READY TRADE ACCEPTANCE" 
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The AVERY Model A Tractor does your 


full year’s work 


a @° 


= 


Seer 


%. 
et 


0 


Secaude— it’s made to fit every Avery imple- 
ment with tailor-made precision and to pull it along the true, 


natural line of draft between center of power and center of 
load, reducing friction to a minimum, prolonging the life of 


La 
ig 


your equipment, saving time and labor and cutting fuel con- 
sumption to an all-time low. 


Becttltde— swaeror and implement work free of 


each other to make the implement do its best work at the lowest 


possible cost. 


Becitide—_iv exclusive Avery Automatic Depth 


Control keeps plows and listers at uniform depth on any kind 
of field... rough, rolling or smooth. 


Becatude— with the Avery Model A, you no 
longer need big-fuel-consuming, soil-packing tractor weight to 
pull you through the tough spots. 

You're money ahead in more ways than one when you ride an 
Avery Model A... B. F. AVERY & SONS CO., Incorporated, 


Louisville, Ky. 
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Some Reasons Why AVERY 
yy. Y 


ou Year 
Work With So Little Fuel 


Tractors 


Automatic spark advance. Governor, built 
into distributor, adjusts spark from 0 to 14 
degrees ahead of dead center to always ignite 
fuel at point where it is most effective. 
More power from less fuel. Spark coil with 
condenser, insulated in oil in hermetically: 
sealed steel case, gives hot spark to assure 
full use of all fuel. Graphite-bearing starting 
motor. 
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They Give a 
ONE-YEAR 


GUARANTEE 
on Repair Work 


By Bolling Branham 


A ONE-YEAR guarantee on repair 
work has brought a sub- 
stantial increase in service shop 
volume to Motors and Tractors, 
Inc., a farm equipment dealership 
in Spartanburg, S. C. 

“There is no better way for a 
company to impress its farm cus- 
tomers with the fact that they 
will receive dependable service 
work,” says Clyde Burwell, gen- 
eral manager of the company. 

For a customer to qualify for 
this guarantee, the company 
makes but one requirement: that 
the farmer let the service depart- 
ment decide what repairs must be 
made in order to put the equip- 
ment back in first class condition. 

“When a customer agrees to let 





















Top: Clyde Burwell, owner of Motors and Tractors, Inc., Spartanburg, 
S. C., explains to a customer that the company guarantees repair work 
for ome year. Center: the shop is equipped to handle all types of 
welding. Bottom: Guaranteeing service makes necessary a we!l-equipped 
shop. Efficiency of mechanics has been raised, because of guarantee 
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our mechanics go ahead with the 
determine to be nec- 
essary, he is given this 
warranty,” Burwell explained 
This, of does not mean 
that the farmer gives the firm au- 
thority to practically remake a 


repairs they 
one-year 


course, 


tractor or implement during the 
course of a repair job. It does 
mean that the farmer must have 


faith in what the company recom- 
mends as being necessary to the 
unit’s efficient operation 

“We believe that this guarantee 
has been one of the most impor- 
tant factors in the success of our 
service department, and conse- 
quently, the success of the com- 
pany. 

“Money is made or lost in this 
business in the service depart- 
ment. It’s not so much the dollars 
that are taken in or the cost of the 
service that counts—it’s the qual- 
ity of service that will determine 
whether or not an equipment 
dealer continues in business.” 

The guarantee has a 
companion offer for the customer 
who wishes to limit his work to a 
certain phase, and will not allow 
the firm to go ahead and make a 
complete job. Service jobs such as 
this are guaranteed for 90 days 

Burwell does not give a written 
guarantee for either of these types 
of work, though he give a 
verbal guarantee which he feels is 
more important, once farmers 
come to realize that his word can 
be trusted completely. 


one-year 


does 


“In the first place,’ Burwell 
says, “the written guarantee is 
never any better than the man 


who issues it—and from the man 
who means it, the verbal guaran- 
tee is the best type of agreement 
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Burwell points out the sprayer nozzle attachment, designed by the com- 
pany to fit the needs of farmers owning orchards in the trading area 


We simply tell a customer, after 
the completion of a service job, 
that if anything goes wrong with 
the unit within a year, to call the 
company, His equipment will be 
picked up and repaired again at 
no further cost. 

“We have offered this service 
since 1944, the year we moved into 
our persent building. Surprising- 
ly enough, our total policy adjust- 
ments on this guarantee for 1949 
totaled only $69.19.” 

Burwell is convinced that the 
obligation which the company as- 
sumes as the result of such guar- 
antees accounts for the increased 
efficiency of the service depart- 
ment. 

One question that might arise is 
that of how the company induces 
the farmer to agree to—without 
argument — those repairs which 
are determined to be necessary. 

“For one thing,’ Burwell 
“our reputation for backing up 
what we say has helped the farm- 
ers to have confidence in us. But, 
naturally, we do not expect un- 
limited confidence. 

“Often a farmer will come in to 
us and say ‘My tractor doesn’t 
have the power it used to have;’ 
or ‘I’d like to get a motor kit put 
in.” 

“In such cases as this, we ex- 
plain our complete guarantee and 
service set-up to the farmer, and 
then, to the best of our ability, 
give him the most accurate esti- 
mate we can of the work that has 


says, 


to be done, and of its cost. We 
don’t state an exact price, but our 
estimates come very close. Of 
148 


course, there is sometimes an oc- 
casion when there must be an item 
of additional expense after the 
motor is torn down. We then con- 
tact the farmer to determine what 
he wants done. Our entire idea 1s 
to sell him on the complete job. 
“One strong sales point in sell- 
ing a farmer on a complete over- 
haul job in which all new parts 
are necessary is the fact that our 
labor cost on tearing down a mo- 
tor and putting it back togethe: 


Right: When necessary, Burwelli 
dons overalls and hurries to a 
farmer in need of service. 
Bottom: The company main- 
tains a field service truck, and 
here Burwell explains the job 
ticket to a serviceman going 
out on a field call 


el 
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remains a fixed figure, whether 
we used the old or new parts. S« 
the additional cost on any com- 
plete job would be the cost of the 
new parts. This seems reasonable 
to most farmers, and they usually) 
will agree that it is better to have 
the work done immediately thar 
chance a later breakdown. By ob- 
taining their agreement first, we 
save the time that would normally) 
be taken up in finding them if 
other new parts are needed.” 
Every effort should be made t 
have a machine in perfect operat- 


ing condition when it leaves the 
shop, Burwell states, for if that 


machine should require an imme- 
diate service call, the customer is 
never as happy as he might have 
been had he operated the unit for 
some time before a service Call 
was necessary. 

For this reason, the service de- 
partment is doubly careful to 
check equipment before it goes 
out. The greatest attention is given 
to the assembly of new equipment, 

(Continued on page 174) 
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Men and Machines That Help Maintain International Harvester Leadership 


Carloading research 


cuts shipping costs 
by boosting flatcar capacity I /; 






















New crosswise loading makes it possible to ship 16 Farmall Cub tractors 
on a flatcar that used to carry only a dozen. The scale miniature tractors 
on the model flatcar illustrate conventional loading (at right, below) and 
the new crosswise method (at left, below) that reduces shipping charges 
by increasing flatcar capacity one third. 

Using a template, like the model in the hands of this IH researcher, 
two men position tractor wheel blocks before loading. Overhead cranes 
then quickly lower the tractors into place. It’s no longer necessary for 
acrobatic loaders to crawl around and under closely packed tractors to 

block the wheels. Fewer men load more tractors. Because trac- 
tors loaded crosswise don’t roll when trains make sudden stops 


or switch cars, there is less chance of damage in shipment. 


ee 4 Nin, 
iit. 


Teamwork between the 250 technicians at IH Manufactur- 

prs, ing Research and product engineers and production men in IH 
; us ‘ factories puts more tractors on a flatcar ... more quality into 
countless parts and assemblies ...more value into machines 
wearing the IH trade mark. Their refusal to “let well enough 
alone” helps to keep International Harvester at the head of 





the farm equipment parade. 
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International Harvester Builds McCormick Farm Equipment and Farmall Tractors... EZO 


} 


= — . ~2) ; 
Motor Trucks .. er Crawler Tractors and Power Units .. FS Refrigerators and Freezers... WW} 


INTERNATIONAL HARVESTER 


Chicago 1, Illinois 
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Salesman and service manager 
compare notes on _ business 
sources. “Unless the outside 
sales force is highly trained 
and competent, and working 
closely with the shop, there will 
be inevitable slack periods in 
the service department.” 





OPERATING A SHOP 
FOR PROFIT 


No: 


By James A. Hill, 


2 IN A SERIES 


Jr. 


Hill Machinery Co. 


Alice, 


EAMWORK in the retail farm 
at eens dealership can as- 
sure the profitable operation of 
the shop, and lack of teamwork 
can, eventually, create shop con- 
ditions that can be unprofitable. 

In the sense used here, team- 
work does not refer exclusively to 
cooperation among person- 
nel in the shop. It refers to 
cooperation between the 
shop and the sales depart- 
ment and between the 
shop and parts depart- 
ment. 

Teamwork between the 
sales department and the 
shop, or lack of it. can 
make your shop a real as- 
set or liability to your 
company. 

Unless the outside sales 
force is highly trained and 


competent, and working 
closely with the shop, 
there will be inevitable 


slack periods in the serv- 
ice department. Mechanic's 
time cannot be stored up 
against such slack periods. 
Mechanics are eithe: 
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Texas 


working or not working, and when 
they are not working they are idle 
and cost you per hour whatever 
rate they are being paid. 

Slack periods and idle mechanics 
are bad for the business for at 
least three reasons. First, the 
dealer is losing money rapidly and 





Parts men should cooperate closely with 
mechanics giving parts to them promptly 


SOUTHERN FARM 


such losses accumulate with amaz- 
ing speed. Second, it is bad 
vertising to customers who are 
present and wonder what is wrong 
Third, if the dealer’s labor charges 
on services are sufficiently high to 
absorb his during 
periods, then his charges are so 
high the customer can’t afford to 
pay them and the business goes 
elsewhere. 

Therefore, a dealer must have a 
backlog of work that can be run 
through the service department 
during slack periods. A backlog of 
work is essential for such periods 
if a dealer is to make a profit in 
the shop. 

To be consistent in teamwork 
between the sales department and 


ada- 


losses slack 


the shop, and in real service to 
the customer, outside salesmen 
must be alert, when among cus- 


tomers and prospects, to observe 
the condition of tractors 
and other equipment. By 
being schooled and trained 
in this respect outside 
salesmen can arrange to 
get such tractors § and 
equipment into the service 
department when 

equipment is not in 


sucl 


use 


That is how the sales de- 
partment can _ build 
backlog of work for the 


service department. 

A good service manage! 
will realize the value of 
teamwork with the 
department and will exert 
himself to maintain clos 
working relations. Outside 
salesmen with their 
knowledge of customers 
and prospects, knowledge 
of traits of individuals 


sales 
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NO WONDER IT’S CALLED 


POWER FARMING / 


Every year, farmers in the United States plant more than 325,000,000 
acres of land to a great variety of crops. Before seeding, most of this land is 
plowed, listed, disked, or bedded. When this big job is coupled with other 
seedbed preparation, with planting, crop cultivation, and harvesting, farming 
stands out as an industry that demands power and speed. 

With this tremendous task to do and less help to get it done, farmers and 
ranchers have turned more and more to power-farming equipment. Their 
farming tools range in size from garden plows to big outfits like the new 
John Deere Surflex Tiller shown below. 

The Surflex Tiller is an implement built by John Deere to meet the needs of 
expansive farming, largely in those boundless wheatlands of Canada and the 
United States. The Surflex is a match for those needs, with room to spare. It 
is another example of the engineering “know-how” that guides John Deere 
in building much of the equipment that power farming demands all over the 
world. 


JOHN DEERE © MOLINE ee ILLINOIS 


| “a 


The John Deere Surflex Tiller eats ur 


acres as it sweeps across seeming/y endi 


the 


e 


prairie country Flexible in action as well 


size, it covers a4 maximum width 
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and their economic positions, can 
be of invaluable help to the service 
manager. 

And the service manager can 
repay these favors. If he is equally 
alert, he often finds himself in po- 
sition to provide information lead- 
ing to the sale of new or used 
equipment. It is a happy situation 
to have this spirit of teamwork in 
a dealership, for the company ben- 
efits and with it the personnel. 

Similar team work must pre- 
vail between the parts depart- 
ment and the service department. 
For the parts department is in po- 
sition to waste a sizable amount 
of the dealer’s money unless men 
in this department are alert to the 
needs of mechanics. 

It is highly desirable that parts 
men do not make a mechanic wait 
for a part needed in a repair job. 
When a mechanic is forced to idle 
away his time at the parts win- 
dow, here again is a situation com- 
parable to slack periods in the 
shop. Expensive mechanic time is 
being wasted. And here again a 
dealer dare not charge the custom- 
er enough to absorb inefficiency. 

This is a situation that is among 
the most difficult to correct in a 
dealership. In our dealership, we 
hold weekly meetings and try to 
drive home the fact that it is im- 
perative for partsmen to promptly 
fill the orders of mechanics. But 
unless one hammers at the point 
continuously it is lost sight of by 
parts men. However, it is highly 
important and well worth the ef- 
fort, for the existence or absence 
of cooperation between parts men 
and mechanics has a definite in- 
fluence on profit or loss in the 
shop. 

Here again the parts men and 
the service manager can work to- 
gether as a highly productive 
team. Of course, the service man- 
ager is in a position to be of great 
help to the parts department by 
carefully checking all equipment 
in the shop for new parts needed. 

And, the service manager is 
constantly looking for new sources 
of business and the parts man can 
help him find such sources. 

To do this, the parts man must 
be a personable sort and alert to 
the various angles of his work. He 
has many calls for parts from out- 
side the organization. He can, 
through adroit conversation, while 
he is cultivating the customer, get 
names and other information. He 
can make mental and even written 
notes and pass on this information 
to the service manager. In this 
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When a mechanic, 


through lack of 
work, is forced into 
idleness, expensive 


time is being wast- 
ed. Close coopera- 
tion between all de- 
partments will as- 
sure a backlog of 
work. Such team- 
work is necessary 
if the shop is to 
show a profit 


manner he can help uncover new 
sources of business and can help 
build the highly valuable back- 
log of repair work. 

It is scarcely necessary to men- 
tion the necessity of teamwork 
within the service department, if 
the shop is to show a profit, Team- 
work here requires that shop per- 
sonnel have an understanding of 
the problems of the dealership. If 
given such an understanding, the 
desirable men will cooperate and 
continue to be a part of the or- 
ganization. 

Lack of such cooperation is easi- 
ly spotted, especially when indi- 
viduals in the service department 
abuse their overtime privilege. 
This is another problem sometimes 
difficult to handle and requiring 
the right kind of supervision. 

The overtime nrivileve is some- 
times deliberately abused. Let us 
assume that in the morning there 
was one of those slack periods pre- 
viously referred to, that lasted for 
an hour. The mechanic in this case 
stood around for that hour. 

Then, at quitting time in the 
evening he decided that some tools 
or equipment needed cleaning and 
he devoted an hour of overtime to 
that task. 

It is difficult to understand why 
such an individual cannot perceive 
that by such tactics he is helping 
to put the dealership in position 
where the dealership cannot pay— 
overtime or even straight time. 

For the reasons enumerated, 
then, well-rounded teamwork is 
highly essential in the dealership 
where a shop is operating for a 
profit. If the dealership is fair in 
all things with personnel, then it 
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is to the interest of the dealer that 
he obtain teamwork without those 
who fail to cooperate. 





Sales Aids for National 
Water Systems Month 


ORE THAN two tons of printed 
M matter will be sent to elec- 
tric water system dealers to help 
them capture sales during 
after National Water Systems 
Month in May, according to the 
National Association of Domestic 
and Farm Pump Manufacturers. 

Thousands of pounds of colorful 
display streamers, envelope stuff- 
ers, merchandising booklets, and 
direct mail sales aids will go out 
immediately prior to May, so that 
dealers may capitalize on this spe- 
cial emphasis period for running 
water under Well- 
planned use of this printed matte! 
will result in sales of entire new 
water systems for the 600,000 
farms electrified in 1949, plus 
pumps and tanks for the farms 
which already had electrical serv- 


and 


pressure. 


ice. 

Economic conditions are favoring 
water dealers again this 
year, as farm income, although ex- 
pected to be down by 11 percent 
will still be more than two and 
one-half times the 1939-1940 
level. All-time high for farm in- 
come was in 1949, when farmers 
took in $35 billion. Farm income is 
expected to exceed $29 billion in 
1950, according to the association 

With income remaining high, 


(Continued on page 160) 
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NOW! 9 Important 
Improvements 


1 fork GREATER POWER * SMOOTHER, 
MORE EFFICIENT AND QUIETER OPER- 
ATION * EASIER HANDLING * ADDED 
RUGGEDNESS * LONGER LIFE 























lat 
se 
ed 
C- 
Ip 
ad —_- ' 10 Engine Improvements 
ns More powerful, smoother running, 
he quieter, more efficient. Better pro- 
tected against rust and corrosion 
ic - . . Longer life built into pistons, sleeves, 
For many months, Ford Tractor engineers have been rings and other parts 
refining, developing and improving the Ford 8N Tractor. ae 
ul 7 Transmission Improvements 
Consequently, Dearborn dealers can now offer a Ford “at 
f. ‘ : 3 Now still smoother and quieter. Shift- 
‘d Tractor that is better than ever ... in 29 important ways. ing is easier, more positive than ever 
. - Has extra dependability, longer life 
at | The Ford Tractor has always been an outstandingly good 
at tractor. Now read, at the right, about the ways the engi- Steering Easier, More Accurate 
we a x : . Easy, short-turn steering is now still 

- | neers have found to make the Ford Tractor still more snin aatihitn, memnannin atiietii 
go | desirable to the farmer and hence, still more saleable by Studier, longer lasting. Compare this 

> . - teeri u itl 8 ot 

- the dealer. Here is another example of how the Dearborn Cy Ca ae Ce 

r Dealer Franchise becomes steadily more valuable. 4 Rear Axle Improvements 
I : 

. Added protection for positive lubrica- 
W DEARBORN MOTORS CORPORATION + DETROIT 3, MICHIGAN Shets Seeiinaien Game Gatien aaah aediiee 
0 Gives extra assurance of long, trouble- 
| free operation 
Ss MANY NEW DEARBORN 7 Hydraulic Improvements 

. As in the past . effortiess lifting, 

IM PL EM EN TS, TOO ! lowering of implements. Now, seven 

. P ; ae new improvements for even smoother, 

- Matching the improvement of the Ford Tractor, more positive performance. New rocker 

S Dearborn Implements for the Ford Tractor have with adjustments which give more 

S increased in number and quality, too. Recent addi- accurate response under different 
* tions include new Rear Attached Mower, Side conditions 

Delivery Rake, Grain Drill, Lime and Fertilizer 








; Spreader, and others. FARM EQUIPME 
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| i MEANS LESS WORK... 
| OKA MORE INCOME PER ACRE 
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SELL AMERICA’S B 
GARDEN TRACTOR 


EASY TO SELL— STAY 





a 4 


<Hha o" | i, 









 — 






NN 


\ 


Y 


. 
j \ 
* | \ . 

} 


a 


ZA 


A Limited Number of Dealerships Available 


Our recent expansion program has been com- 
pleted. We're ready now to accommodate a 
number of qualified, aggressive dealers who can 
visualize the sure, steady profit possibilities sell- 
ing the Simplicity line of garden tractors and 
implements. This leading line is regarded by 
dealers and consumers alike as the best value for 
the money from the standpoint of engineering, 


materials, workmanship, versatility and price. 


Simplicity has manufactured precision machinery 
for 28 years and a leading line of garden tractors 
and implements for nearly fifteen years. 

Sell Simplicity and you sell satisfaction, make 
friends of your customers. Simplicity is KNOWN, 
has ACCEPTANCE, is RELIABLE. That's why 
so many of our dealers say: “Simplicity is One 
of the Most Profitable, Valuable Dealerships 
You Can Own!” 












SIMPLICITY 


TEAMWORK 
helps you sell! 











NEW 3 H.P. Model “M" with 
4 speed drive, Heavy duty 

one piece frame. Patented 
“Quick-Hitch". Briggs & Stratton 
engine Model 9. Fully 













CONSISTENT ADVERTISING enclosed gear case. Other 
Big ads in Better Homes & Gardens, Saturday famous Simplicity features. 
: " $2 T 950° Implements extra 


Evening Post, Country Gentleman, Holiday, Time 
and Esquire and 19 major farm papers across 
the nation. Total circulation more than 16 


million for the spring campaign in 1950. NEW 2 H.P. Model “L", a 
twin to the “M" designed for 
lighter work. Briggs & Stratton 


MERCHANDISING AIDS Model N engine. Other 
Colorful, hard selling sales literature, store Simplicity engineered features. 
display material plus selling plans from the Implements extra $14950° 






















factory and the Simplicity field man in your area. 


FULL RANGE OF IMPLEMENTS 
Year ‘round sales and profits for you in 
wide variety of Simplicity implements for your 
customers’ spring, summer, fall and winter 
farm and home maintenance jobs. 


PRICED RIGHT! 
High in quality, High in performance — low 
in price. Competitive pricing makes it 
easy for Simplicity dealers to sell America’s 
biggest garden tractor value. 


*Prices F.O.B., Port Washington, Wis. 


ACT NOW! 


Just send us a brief descrip- 
tion of your sales and ser- 
vice facilities. Include one 
financial reference to help 
us speed action on your 
request. Start making 
money with the Simplicity 
line this spring! 


I'm interested in the profit opportunity in a Simplicity 
dealership. Please send all information as soon as possible. 
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C. E. Mayhugh, right, points 
Out some of the advantages of 
a used tractor to a customer 


Mayhugh, left, sells a corn 
harvester from the used imple- 
ment lot near the shop 


Mayhugh instructs customer 
who is preparing to give a 
used tractor a trial run 
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Solving the 


TRADE-IN 
PROBLEM 


A hard-hitting prome- 
tional program turns 
trade-ins into additional 
profit for this aggressive 
Kentucky dealership 


HEN IT’S necessary to make 

y\ a sale, the Mayhugh & Mc- 
Reynolds implement company of 
Bowling Green, Kentucky, will 
accept almost any item that the 
customer wants to offer as a 
trade-in—whether it be used 
equipment, livestock or a house 
and lot. And this liberal trade-in 
policy—unsound though it may 
seem—helped this company to sell 
more than 104 new tractors, 75 
used tractors and an equally-im- 
posing number of farm tools dur- 
ing 1949. 

Better yet, the trade-ins, in 
turn, are sold at a profit, a loss 
in such transactions being a rare 
exception. 

This dealership, owned by C. E. 
Mayhugh and F. W. McReynolds, 
works on the simple assumption 
that by offering to take anything, 
within reason, that the farmer 
wishes to trade, the company will 
close many sales that normally 
might go to rival dealers. 

Though such a system might 
seem to be haphazard at best, the 
trade-in plan actually is worked 
out carefully. The company ad- 
vertises heavily the used equip- 
ment and other trade-in items it 
has on hand. But before the com- 
pany accepts any particular item 
in trade, the owners know in ad- 
vance what the probable market 
for it will be, for the outside 
salesmen constantly make close 
checks with farmers, taking note 
of what they have to trade and 
what they want to buy. With 
such a system, losses from trade- 
ins are held to a minimum. 

When Mayhugh and McReynolds 
opened their implement business 


in 1946, they already had made 
the acquaintance of many farmers 
in Warren County and surround- 
ing areas as the result of their 
previous operation as a_ feed 
dealership. They had done enough 
business with farm owners to 
know that all of them have live- 
stock, used implements, seed, hay 
or other commodities for which 
they are trying to find a favorable 
sale. They decided to make their 
business premises a clearing house 
for these products as an induce- 
ment for farmers to deal with 
Mayhugh & McReynolds for their 
new equipment and service needs 

Today, the company will accept 
practically anything in trade. On 
one $3700 sale of a new tractor 
and tools, for example, the firm 
took in a pair of mules for $260 
and a cow for $125. The mules 
were sold to another farmer for 
a small profit. Mayhugh kept the 
cow in his own 6-acre pasture until 
she calved, then traded her for a 
sow and pigs and a sum of money 
Later the sow and pigs were so!d 
to still another farmer at an add 
tional profit. 

In another instance, a house and 
lot were accepted as a _ trade-in 
for a sizabie quantity of farm 
machinery. This property soon was 
sold, yielding a profit considerably 
in excess of the value of the 
original trade. 

How does the company find out 
lets for such a variety of trade- 
in items? In the first place, these 
dealers know that there is noth- 
ing of value one farmer wants to 
sell that some other farmer isn't 
willing to buy. They feel that it 

(Continued on page 170) 
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SURE SIGN OF GREATER MOWER BUSINESS FOR YOU! 


SAVAGE 











Finger-Tip 

Clutch and 
Speed 

Controls 









Large “Sta-Temp” 
< @Oeieaee OOS mee FO 
Non-Slip Tempered 
Tires Blades 


SAVAGE STANDS OUT BY COMPARISON 

















This Dealer Says 
SERVICE YOUR 


OwNn BRAND! 


By S. W. Ellis 


ERVICE your own brand! 

That’s the advice of K. M. 
Fones, owner of the Rogers Truck 
& Implement Company of Rogers, 
Arkansas, who offers repair serv- 
ice exclusively to those customers 
who purchase their equipment 
from his store. 

The plan has two prominent ad- 
vantages. Fones believes that by 
making his repair shop available 
only to buyers of his equipment, 
he can give a higher quality serv- 
ice job, with the result that his 
customers, completely _ satisfied, 
will express their loyalty by giv- 
ing the Fones’ shop all, or certain- 
ly most, of their business. In addi- 
tion the plan has insured a 
steadily profitable operation of 
this shop, despite the fact that this 
town of 6,000 provides stiff com- 
petition for Fones in the form of 
several other dealerships. 

“We couldn’t give such excel- 
lent service if we scattered our 
activities throughout the field,” 
said Fones. “We repair only cus- 
tomers’ equipment—and make the 
service profitable for both par- 
ties.” 
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Before a sale is closed on any 
new equipment to a new customer, 
the buyer is acquainted with the 
advantages of being a member of 
the dealer’s “Customer Family.” 

In fact, the availability of this 
exclusive repair service to cus- 
tomers is used effectively by the 
company in all its sales efforts. 

The parts department profits 
directly from the policy of serv- 
icing only equipment sold here. 
Because the inventory covers the 
carefully analyzed needs of cus- 
tomers, it is made up of the 
fastest-moving items. It meets 
Fones’ requirement of turning 
three times a year, necessary to 
profitable operation, he declares. 

“When the inventory must be 
large enough to serve farmers who 
have bought their equipment els2- 
where,” he says, “the turnover 
cannot be fast on all items. The 
12,000 parts we stock represent 
36,000 parts sold per annum. 

“We get practically all of the 
repair business of those to whom 
we have sold equipment. We get it 
in the face of unusually stiff com- 
petition, This part of the state has 





In the service de- 
partment of the Rog- 
ers Truck & Imple- 
ment Co., repair 
service is offered 
only to those cus- 
tomers who have 
purchased their 
euipment from this 
firm. This plan has 
assured a_ steadily 
profitable operation 
of the shop, accord- 
ing to K. M. Fones, 
below, owner of the 
company 
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a number of prosperous 
towns within easy driving dis- 
tances of each other, practically 
every one of which supports one 
or more equipment dealers who 
are eager to keep the repair shop 
operating profitably.” 

His answer to growing competi- 
tion is the intensive service he 
gives his customers. Servicing only 
customers’ equipment is contrary 
to the practice of many com- 
petitors, but it works out profit- 
ably because customers respond 
whole-heartedly to the “family 
loyalty” which Fones promotes. 

The repair shop is operated with 
four mechanics, who are guaran- 
teed a monthly salary, plus a per- 
centage of the volume from repair 
work. This enables these employ- 
ees to make an adequate income, 
even when business experiences 
seasonal slow-downs. 

Two service trucks are operated, 
a pickup truck for service calls, 
and a large truck for bringing 
equipment to the shop. While field 
repairs are given when necessary, 
Field repairs are more expensive 
than shop repairs, and are nearly 
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| HYDRAULIC 
\ CYLINDERS 








This light weight, streamlined double-acting 
cylinder increases the usefulness of farm 
implements. While designed to meet the re- 
quirements of new equipment, it is easily 
installed on machinery of any year, make or 
model. Aircraft seals hold operating pressures 
to 1200 p.s.i. Specifications: End caps, piston DEP 
and clevis rod end are durable die cast 

aluminum alloy. The cylinder wail is top PLOWS . . . SEEDER 
quality seamless steel tubing. All parts are . - + MOWERS . . . 
protected from rust and corrosion. Model COMBINES ... BA 
1000—1024 inch stroke; Model 1008—8 inch pr ga 
stroke. 3 inch bore — 2014 inch closed length. = 









LOADER LIFTS ... PICKERS . .| 
DER BUCKETS . . . DUMP RAKES | 
NTY OF PUSH-OFF POWER. 


. SCRAPER 


| 
' 
| 
} 


Char-Lynn HYDRAULIC PUMP 


Increases Tractor Usefulness = 


Wt will never be necessary to buy additional valves for 
a Char-Lynn Pump! This double pump gives you a 
power unit for any kind of hydraulically controlled 
attachment. It’s easy to mount—no special tools are 


lar tractor makes and models. 


Please Specify! r 


WRITE FOR BULLETINS ON HYDRAULIC PUMPS 
. CYLINDERS ... OR CONVERSION VALVES 





HYDRAULICS FOR THE FARM 
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always unnecessary. 

To provide the utmost con- 
venience for customers bringing 
in their own implements for re- 
pairs, one entire side of the build- 
ing is made up of a trio of double 
doors, where trucks can either 
drive in or back up to unload di- 
rectly into the service shop. 

The parts counter is purely 
functional. Although anyone may 
buy parts, the stock is based on 
customers’ needs. Most of those 
who stop at the parts counter own 
equipment they bought here. If 
they don’t know just what they 
need, the records tell. 

The buyers’ market is definitely 
here, Fones believes. Many com- 
munities, he says, are served by 
additional new equipment dealers, 
and others are coming into the 
territory every year. 

“There’s an intensive bid for the 
farmer’s dollar,’ he points out. 
“We want to get all the new cus- 
tomers possible, but we'd rather 
miss a new one than lose an old 
one. That preference of ours is 
behind the Customer Family that 
we value so highly. All of our pro- 
motions are based on holding that 
old customer, serving him to the 
best of our ability, and leading 
him to feel that he must be lova! 
to us because we are loval to 
him.” 


The company carries a normal 

inventory of 12,000 parts in this 

parts department. Turn-over is 
three times per year 





When a new customer buys his 
first piece of equipment, he soon 
receives a letter from the owner, 
welcoming him into the Customer 
Family, That letter assures the 
customer that he will have first 
bid on all the service and mer- 
chandise for sale by the Rogers 
Truck & Implement Co. 

There may be other dealers 
within that customer’s trading ter- 
ritory, but this plan has shown 
that the customer will continue to 
turn to the dealer who made him 
a member of its Customer Family. 

And that is the basis for every 
sale and promotional effort of the 
Rogers Truck & Implement Co. 
Competition may be growing, as- 
serts Fones. It will be a little 
stiffer next year than it was last 
year. But his Customer Family is 
growing, too. 
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Trio of double doors make up 

an entire side ot the buuding. 

Trucks can either drive in or 

back up to unload directly into 

the company’s service depart- 
ment 


Sales Aids for National 
Water Systems Month . 


(Continued from page 152) 


farm living standards will also be 
high. This means that a certal 


percentage of each farmer’s income 


will go for mechanical conven- 
iences that affect his comfort and 
health. Heading this list should be 
the electric water system, basis fo1 
running water in bathrooms, kitch- 
ens, home laundries, sanitary sew- 
age disposal systems, and in stock 
buildings where it greatly boosts 
profit. 

Slogan for National Water Sys- 
tems Month will be “Profit Grows 
When Water Flows.” Keynote of 
the dealer sales aids will be “Run- 
ning Water—Heart of Today’s Liv- 
ing.” 





Foley Issues Booklet on 
Sharpening Power Mowers 


neapolis 18, Minn., has issued 

a new 36-page booklet giving illus- 
trations and complete detailed in- 
structions for sharpening 26 lead- 
ing makes of power mowers with 
the Foley Lawn Mower Sharpene: 
“How to Sharpen Lawn Mowers” 

is sent on request by Foley Mfg. C« 


Frese Manufacturing Co., Min- 
i] 
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The pull-behind type MM Uni-Mower cuts up to 
35 acres per day with 7-foot sickle. 


pete é ee Qh 
MM Windrower quickly harvests alfalfa crop. 


Notice the uniform windrows 


MM Side-Delivery Rake turns heads of crop into 
center of windrow for even drying 
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Lower Haying Costs! 


MM HAY TOOLS GET ALL THE CROP ON TIME—EVERYTIME!! Every modern 
farmer knows that his hay crop is one of the most important crops 
on his farm. He knows that timely cutting of that crop is a most 
important factor in deciding its quality, and therefore its feeding 
and market value. Care must be taken to avoid cutting too early 
and also against allowing the crop to stand until full bloom has oc- 
curred and the nutrient value has begun to decline. Progressive 
farmers have learned that when they use MM Hay Tools their crop 
is cut right, on time, everytime. 

MM UNI-MOWER is important to the haying time factor. This mower 
attaches to any modern tractor equipped with power-take-off. 
Equipped with a 7-foot cutting bar it va) up to 35 acres per day. 

Since the power drive consists of a simple V-belt pulley, the sickle 
speeds can be easily changed to meet all cutting conditions . . . no 
gears to adjust and fewer wearing parts. MM Uni-Mowers are 
available in pull-behind and side-mounted models . . . mowers that 
allow farmers to spend less time in the field mowers that are 
ready to cut the crop when it is just right! 

MM SIDE-DELIVERY RAKE'S GENTLE HANDLING HELPS RETAIN FOOD VALUE! 
That’s why so many modern farmers prefer this rake. The rolling 
action of the rake turns the heads into the center of the windrow 
leaving heavy butt end of the stems out where they will dry faster. 
Heads and leaves dry slowly and stay on the stem. The whole wind- 
row dries more evenly and in less time, so that hay may be taken 
up sooner after cutting. Therefore there is less chance of loss by 
storm, and hay is better because few, if any, of the leaves in which 
most of the food value is concentrated are lost by breaking or tearing. 


MM BALE-O-MATIC MAKES BALING A ONE-MAN JOB! That’s important 
to farm businessmen who want to save money on their haying jobs. 
This baler is completely automatic . . . picks up the hay, slices, and 
ties it into firm bales with two 14-gauge high-tension steel wires 
while the hay is under compression. Bale-O-Matic bales are uni- 
form, rectangular, square-cornered, and won't come untied when 
handling. No loose ends of wire left in the bales or in the field! 


MM WINDROWERS CUT CROPS 
CLEANLY and deposit them in 
uniform windrows on top of 
the stubble. Even the finest 
hay seed crops are handled 
without injury. All controls 
are within easy reach of the 
operator, permitting easy 
change of cutting height and 
height of reel ‘‘on the go”’ 














nt . 


* QUALITY CONTROL IN MM FACTORIES ASSURES 
DEPENDABLE PERFORMANCE IN THE FIELD! 





MINNEAPOLIS-MOLINE 


MINNEAPOLIS 1, MONWNESOTA 
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FARM SAFETY program, in 
A which all owners of new 
equipment are given a thorough 
indoctrination in safety measures 
during the first year of owner- 
ship, has proved te be an effective 
means of gaining new business for 
the Franklin Implement Company, 
Franklin, Tennessee. 

New volume traceable directly 
to the educational program leads 
I. P. Haralson, owner of the com- 
pany, to believe that his safety 
program is one of the most suc- 
cessful sales aids he has ever em- 
ployed. 

“Farm machines are dangerous 
when they are not used correctly,” 
he said. “This is a factor which all 
machinery dealers should keep in 
mind, since one tractor accident in 
a community can be the reason for 
many lost sales. 

“But we do not present our 
safety program in a purely nega- 
tive manner. In teaching and 
stressing safety we take advantage 
of our frequent contacts with the 
customer to sell him extra attach- 
ments and service.” 

The safety program, as conduct- 
ed by this company, covers five 
major points of instruction: 

1. Safe hitching practices. 

2. Safe speed. 

3. Safe driving on sloping land. 

4. Correct operation of machin- 
ery. 


Top: I. P. Haralson, owner of 
the Franklin Implement Com- 
pany, gives a safety lesson, 
teaching a farmer to use the 
tractor brake correctly. Right: 
Sales volume on parts hes in- 
creased as a result of the 
monthly calls on customers, 
aimed at promoting farm safety 
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5. Elimination of fire hazards. 

When a tractor is purchased, the 
customer is given a short course of 
instruction in safe operation. A 
special visit to the farm is made 
for this purpose. 

Because the new tractor custom- 
er could easily forget or overlook 
some of these points, Haralson 
continuously calls the farmer’s at- 
tention to safety measures. Tele- 
phone numbers of the customers 
are listed on the original order. 
Once a month the shop foreman 
goes over these orders and calls 
the cutsomers. In a friendly man- 
ner, he asks the customer if he is 
observing each point of the safety 
program. 

“Are you careful about safe 
hitching, Mr. Doe? What about 
that corner of your field where the 
land slopes steeply—are you hav- 
ing any trouble there?” 








FARM 
SAFETY 
PROGRAM 


Gains New Business for 
this Tennessee Dealer 


know 
that the notation about his sloping 
land was jotted down previously 


The customer does not 


on the order. Haralson believes 
that customers are impressed 
when a company is aware of their 
individual problems. Such special 
interest, he says, is “good public 
relations.” 

If the customer does not have a 
telephone, he is contacted in per- 
son once a month by a salesman 
or a mechanic. 

The salesman may want to sell 
some extra attachment—a loader, 
grader, terracing machine, binder, 
or tillage tool. The mechanic may 
hope to induce the customer to 
make greater use of this well- 
equipped service shop. But both of 





these company _ representatives 
talk first about the safety pro- 
gram. 


(Continued on page 172) 
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PUMPS, without TANKS? HOW COME? 


by A. F. Haney and R. Schuster, Research Engineers 


For years, engineers like ourselves 
had held that a storage tank was as 
vital to the operation of a water sys- 
tem as water itself. Then, in 1946 
we at Goulds were able to startle the 
industry with the announcement of 
a tankless system, with self-adjust- 
ing capacity the “Balanced-Flow 
Jet.” for shallow wells. 


It was big news, amazing news that 
captured the interest of engineers 
everywhere. [t was important news 
for you pump dealers, too — it 
paved the way to a brand new kind 


of water service! 


Revolutionary Performance 


The performance of the Balanced- 
Flow Jet is revolutionary. It’s the 
first and only successful tankless 
unit. Its unique capabilities and ex- 
clusive features can be fully appre- 
ciated only when you see it work 
(guess that’s why our Sales Promo- 
tion boys are so sold on working 
demonstrators for you dealers). 


With a Balanced-Flow system. when 
there is a demand for water at any 
point of use, the pump starts after a 
small quantity has been drawn and 
continues to run until all demand 
ceases. The self-adjusting capacity 
feature enables the Balanced-Flow 
to deliver exactly any amount of 
water called for without spurt or 
lag within the capacity range of the 
unit. Several engineering principles 
have been combined 
“Balanced-Flow.” the only and orig- 


inal, complete packaged unit, pneu- 


to produce 


matic water system. 


Ordinary positive displacement 
pumps have a constant, fixed capac- 
ity that just can't vary. When op- 
erated without a tank and the water 
used is less than the pump capacity, 
the pump is continually starting and 
stopping, producing an undesirable 
fluctuating flow at the faucet. This 
frequent starting and stopping too, 


SOUTHERN FARM EQUIPMENT for APRIL, 1950 


Goulds Pumps Inc., Seneca Falls, N.Y. 


is tough on the switch contacts and 
on the motor. 


“City Water Service” 


The Balanced-Flow is different. As 
long as the demand is within the 
capacity range of the unit, it doesn’t 
matter how many outlets you use at 


the same time there's no spurt or 


that eliminates the need for a sepa- 
rate tank. That's 
come” a tankless water system. 


storage how 


There are dozens of other positive 
mechanical features in the Balanced- 
Flow they're too numerous to 
mention in the space allotted to us. 


Coupled with an amazingly low 


ni price, they've made the Balanced- 
lag at any faucet! Our advertising 
calls it “City Water Service”— and 
that’s a pretty good description. 


Flow Jet a tremendously popular 
leader in the complete Goulds line. 
Our engineering staff is mighty proud 
to have turned out the Balanced- 
the only pump of its kind! 


And it’s the variable “self-adjust- 


ing” capacity in the Balanced-Flow Flow 








Here lt Is... 


JET SYSTEM . « only one moving part. 
COMPLETE SYSTEM . « even suction check 
valve and strainer are built-in. 

TANKLESS. . . small size permits installation 


almost anywhere! 


SELF-PRIMING .. fully automatic. 
MECHANICAL SEAL... no messy, leaking 


stuffing box—seal fully protected by recircu- 
lation tube from running dry. 

STANDARD MOTORS... dependable, na- 
tionally-known brands. 

FLEXIBLE COUPLING . « easy motor re- 
placement if damaged by lightning, line over- 
load, or other rare causes. 

ADJUSTING KNOB. . Permits setting 
switch for most efficient operation for each 
installation. 


SUPERIOR AIR PUMP .j « best known 


means for supplying air. 


PRICED FOR VOLUME SALES! 





GOULDS 


Balanced -Flow Jet 
for Shallow Wells 


Write Goulds Pumps Inc.. 
at Seneca Falls, N.Y.. 
for full details. 





WATER SYSTEMS 


~*~ as 


FARM AND HOME NEED 


FOR EVERY 





(Advertisement) 
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Odie Borden, foreman, left, has the help of two farm- 
ers who have come in to help repair their tractor 


They Make Farmers 
SERVICE 


CONSCIOUS 


By Warner Ogden 


S A MEANS of gaining new 
A customers and consequently 
increasing business volume, the 
Blount Mercantile Company, 
Maryville, Tennessee, encourages 
its farm customers to come in and 
work with the mechanics in the 
repair of their farm machinery. 

The plan has worked success- 
fully, too, according to Dewey 
Hunter, manager and co-owner of 
the firm. During the past year the 
company realized a 20 percent in- 
crease in total volume. 

The reasoning behind the plan is 
this. When farmers are present in 
the shop during the repair of their 
equipment, they not only learn 
more about proper maintenance, 
but in seeing the actual work 
done, their confidence in the com- 
pany increases. This leads to re- 
peat sales of both repair work 
and new equipment. 

“Yes, a farmer can come right in 
and help repair his own tractor,” 
explained Hunter. “He works with 
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the mechanic and in that way 
learns more about his tractor and 
becomes a more efficient operator. 
We just charge him for the 
mechanic’s time and repairs, as 
well as for the parts used. 

“We started this plan 
mediately after the war, when 
equipment was difficult to get. 
Mechanics were more or less hard 
to get then, too. The idea found 
much favor among our customers 
and so we encouraged it. 

“We haven't advertised the plan, 
but we probably will do so as 
competition becomes keener. 
When a farmer buys equipment 
from us, we tell him that if he 
wants to bring his equipment in 
at any time and work on it with 
the mechanics, we will be glad to 
have him do so. 

“Sometimes a farmer spends 
than an hour in the shop, 
sometimes two or three days. It 
all depends on what has to be 
done. 


im- 


less 


In working with company mechanic Oren Peterson, 
kneeling, this farmer gets pointers on motor care 


Dewey Hunter, co-owner of the 
company checks a parts bin 


“By working with the mechan- 
ics, the farmer sees everything 
that goes into his equipment, and 
there is never any question about 
his bill. It also saves us the re- 
sponsibility and loss of time over 
a question of whether to put an 
old part back in or use a new 
part. If a farmer on the job says 
he wants an old part put back in, 
then in it goes; and if he wants a 
new part, then in it goes. Of 
course, we advise him whether to 
put in an old part or a new one. 

“More than half of our cus- 
tomers work in the shop with 
mechanics whenever repairs are 
necessary. They have been saved a 
tremendous amount of money in 
the last several years,” Hunte1 
said, “and if you can save a farm- 
er money, then he’s your friend.” 

One mechanic works with each 
farmer, unless it is a rush job 
This enables the shop to turn out 
more work with fewer mechanics. 

(Continued on page 168) 
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HERE’S A “FARM HAND” 
THAT LIVES ON AIR! 





FARM TOOLS, INC.) 
gine on eee 





Write Farm Tools, Inc., for name and address of 
nearest Farm Tools, Inc. Farm Implement and Harvey 
Line distributors. 


Bek. 
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There are many jobs on the farm that 
can be done better and cheaper with 
air. Farm Tools, Inc. air compressors 
have captured this air transforming it 
into “farm hands” that work for a few 
pennies on such jobs as spraying, dusting, 
lubricating farm machinery, inflating 
tires . . . the uses are endless. 


Farm Tools’ Air Compressors are built 
for years of profitable service. They fol- 
low the sound engineering principles for 
which Farm Tools, Inc. is noted and are 
built in six models with pressure per 
square inch from 120 to 175 Ibs. and 
with tank capacities from 30 to 80 gal- 
lons. They are either electric or gasoline 
powered. 


Here is an opportunity for you to take 
on a line of air compressors that is 
backed by a reputation already favor- 
ably established in the farm field. It is 
a real opportunity, too, since a good 
compressor plus a good name always 
finds a ready market with the farm trade. 
Get all of the facts from your Farm Tools, 
Inc. dealer. 


LOOK AT THESE SALES MAKING 


Yeatwts 


Engineered for long life—low operating cost 


Centrifugol unlooder means pump storts freely 
ogoinst no lood 


Air operoted pressure switch 


Sofety valve with predetermined setting for 
opening 


Drain valve located to accommodote high bucket 
Tank tested for 3 to 4 times working pressure 
leak-proof ond silent check volve 


Intoke silencer and air filter eliminates suction 
noises ond cleans air entering compressor 


Special alloy steel valves. Quiet and cool in 
operction Sturdily built 


Vv" belt drive Belts impervious to moisture 
grease and dirt 


eee 

















i-H| Equipment Demonstrated 
at Florida Tomato Festival 


HE advantages of mechanized 
7 ae in the growing of 
tomatoes was demonstrated at the 
annual Tomato Festival held in 
December at Ruskin, Fla. 

The Orange State Motor Com- 
pany, an International Harvester 
dealership at Tampa, participated 
in the festival which included 
tractor contests and demonstra- 
tions of special farm equipment. 

In this area tomatoes are poled, 
which means an increase in pro- 
duction cost, but a higher quality 


Specially-built high pressure sprayer powered by new 
Farmall M. The outfit is adjustable for 8 rows of 


staked tomatoes, 54” centers, 
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or 10 rows of corn 


tomato. Frequent spraying of the 
crop is necessary requiring, in 
turn, special high-clearance rigs 
for use in work in poled tomatoes 

Two of these spray rigs, one 
working in poled tomatoes and the 
other in cucumbers, with Farmall 
M and H engines bolstered high 
up above the wheels, are shown in 
accompanying illustrations. This 
arrangement allows a 5-foot clear- 
ance underneath. 

Each rig is equipped with nine 
spray drops and a 250-gallon tank 
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Arthur D. Brown, left, manager 
of the Equipment Division of the 
Orange State Motor Co., Tampa, 
Fla., discusses the new Farmall 
MV recently purchased by C. E. 
Leisey, a tomato farmer 


suspended below the tractor en 
gine. Shown here, the unit is 
spraying eight rows at a time. 
The sprays, according to the 
announcement, may be nutritional 
fungicide, or insecticide sprays, 
the last especially with sweet 
corn for the control of ear worm 
Spray nozzles may be adjust- 
able for spraying eight 54-inch 
tomato rows or 54-inch cucumber! 
rows at a time, as shown, or ten 
42-inch rows of sweet corn. 


New Poultry, Livestock 
Equipment Catalog Issued 


D. Hupson Manufacturing 
e Co., 589 E. Illinois St., 
Chicago 11, Illinois, has issued a 
new and complete catalog (Cata- 
log 442) covering its entire line of 
poultry equipment and livestock 
equipment. It is now available to 
interested dealers. 

The 56 pages of the illustrated 
catalog list and describe the com- 
pany’s tested and proved line of 
brooders, feeders, fountains, foun- 
tain heaters, nests, electric clean- 
ers, stock tanks, waterers, tank 
heaters, hog feeders, troughs and 
ventilation equipment. 

Copies of the catalog can be ob- 
tained by writing to the H. D 
Hudson Company 





The unit is equipped with 9 spray drops and a 250- 
gallon tank suspended below engine. Nozzles adjust- 
able for spraying 8 54” cucumber rows at one time 
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> Equipped with either the triangular shaped 
| hopper shown above or the tilting type hopper 
’ j iNvstrated at left. 
. 
0 
i - 
W! € 3 Part. 
E le yor handles bales, bags, small grain, ear corn, ete. 
It's big and rugged, yet handy to use. Portable, versatile and 
economical . . . packed full of labor saving advantages which 
NEw IDEA consumer advertising farmers need and want. It's today's biggest elevator value. 
helps you make Sales. Equipment like this elevates sales and profit figures for dealers, 
&, fully —- —— too. It's easier to sell . . . farmers like to recommend it to their neigh- 
tisi ity, bot ’ . : 
Stal pice Aare bors. That's why the protected franchise for the complete line of 
at work building prestige and New IDEA Specialized Farm Equipment is being sought after by so 
: profits for New Ivea Dealers. 


many dealers. If we are not adequately represented in your territory, 





please write us today. 


N 


DIVISION A MANUFACTURING CORPORATION 
COLDWATER, OHIO SANDWICH, ILL. 
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Systematized Appraisals 


Reduee Trade - In Losses 


SIMPLIFIED but comprehen- 
A sive trade-in record form 
has made appraisals easier and 
more accurate for the Farm 
Equipment Company of Orange- 
burg, South Carolina. 

Fred Herlihy, owner of the 
company, devised this form so 
that appraisals made on all used 
equipment, from appliances to 
farm implements, would include 
all necessary information and con- 
sider the same aspects of the vari- 
ous types of trade-ins. 

The form not only assures that 
the appraisal will be nearer a cor- 
rect evaluation, but gives the 
company a permanent record, 
which, in the case a loss is in- 
curred on a piece of used equip- 





License# 


ment, will show where a _ too 
liberal appraisal was made. 

One of the best features of the 
record form is that it requires the 
opinion of more than one person 
in arriving at a trade-in valua- 
tion. The shop foreman, the gen- 
eral manager, or any other person 
designated by Herlihy, has to 
fill in the various sections of the 
form, thus assuring that more 
than one man’s opinion will go 
into the estimate of the value of 
the trade-in. 

Besides listing the owner, 
license number (if any), make, 
model, serial number, and other 
like information, the form, at the 
top, has a space for the estimated 
price the reconditioned machine 











| Machine 





Traded From: 





Address 


Motor 


ales anager 
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Service’ Manager 









will bring. Then follows a space 
for listing in detail all shop work 
to be done. This information has 
to be filled in by the shop fore- 
man, and includes the retail cost 
of parts, plus shop labor. The 
trade-in value then is estimated 
as the difference between thes: 
two figures. 

A fourth space is provided on 
the form for listing the actual 
value of work done—which can 
be compared with shop estimates 
A fifth space is for the addition of 
figures giving total investment in 
the machine; number six gives 
the actual price of the sale and to 
whom the machine was sold and 
number seven and eight have 
spaces for either the profit o1 
loss. The form must be signed 
by the sales manager and the 
service manager. 





Service Conscious 


(Continued from page 164) 


Three mechanics and a combina 
tion shop foreman and salesman 
make up the staff. 

The shop is open from early 
morning until late evening, and a 
farmer is told that he is welcome 
to come in at any time. Although 
the shop is not open on Sunday, a 
farmer sometimes arranges to call 
then or on a holiday for parts to 
take home. The company, subject 
to calls at any hour, is glad to co- 
operate in every way possible. 

Whenever a farmer buys farm 
equipment, demonstrations are 
given, and all parts carefully 
checked. If the farmer has any 
trouble, a representative makes a 
trip to the farm and corrects any- 
thing that may be wrong. The 
unit’s operation is explained again. 

“Any user of our equipment 
must be satisfied,” says Hunter. 
“If he isn’t satisfied, we tell him 
that we will call for the machine 
and refund his money, without 
argument. And if we tell him that 
something will pull two plows, it 
has to do that.” 

Blount Mercantile Company 
carries a large inventory of the 
machinery it sells in East Tennes- 
see, and all parts are kept by a 
perpetual inventory system, with 
rows of bins numbered, so that 
the parts man can locate any part 
within a few minutes. Hunter 
tries to carry every part which a 
customer could need, and “al- 
though expensive to carry, it helps 
in the long run,” he said. If some- 
thing needed is not in stock, it is 
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There’s a heavy work season ahead for 
horses and mules. Be sure you can offer 
your trade the kind of shoes they need for a 
perfect fit . . . for long, economical service. 

The Phoenix line is complete. There is a 
size, weight and style for every animal and 
every working condition. All are made of 
high quality forging steel, punched, creased 
and shaped for a perfect fit and long wear. 

Check your stock today. Then order the 
sizes and styles you need to complete your 
stock and meet your customers’ require- 
ments. Be ready with Phoenix horse and 
mule shoes! 


PHOENIX MANUFACTURING COMPANY 


Joliet, illinois A Catasauqua, Pennsylvania 
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snipped in by air or rail express. 
Hunter feels that the service 
department “has resulted in our 
gradual increase in business, even 
in a declining market. We try to 
emphasize that part of our busi- 
ness, and we feel that it will help 
when the going gets rough. We are 
trying to make this a one-stop 
farm supply store, and we are in- 
creasing our hardware inventory 
all the time to do that.” 


Trade-In Problem 
(Continued from page 156) 


is their job to find this buyer 

They use local radio stations, 
in addition to Bowling Green pa- 
pers and papers in nearby coun- 
ties. Expenditures for advertising 
run as high as $500 a month. But 
as the result of such vigorous 
promotion of trade-ins, farmers in 
the firm’s trade territory know 
where they can find a used corn 
planter, disc, or even such items 
as a radio or corn crib. 

The company sponsors one 15- 
minute market report, in addi- 
tion to five spot announcements 
throughout the day. “We have on 
our display lot a corn planter 
used only two years,” the an- 
nouncer will say. “It is in first 
class condition and a bargain at 
$---. We have a springing heifer 
and she is a honey.” Then, after 
further description: “We would 
sell her to the first man who 
offers us $---.” 

Frequently the partners con- 
tinue getting calls for an adver- 
tised cow, corn planter or used 
car after it has been sold. 


Farmers have become so ac- 
customed to listening to these 
trade-in promotions that they 


have learned they can dispose of 
not only their not-so-easy-to-sell 
products by trading them in for 
something they want, but they 
can place orders for many used 
articles they need. 

“Most items we take in 
practically sold before we 
them,” explained Mayhugh 

The firm keeps three salesmen 
in the field. Each is given an ex- 
clusive territory. Each calls on 
the farmer and keeps a prospect 
list of all his buying intentions, as 
well as a list of items he wants to 
sell. By using one list to aid the 
other, salesmen close many trans- 
actions that could never have been 
made on a straight cash or term 
basis. 

On many items the salesman is 


are 
get 
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qualified to make his own ap- 
praisal of the trade-in value. When 
it involves more responsibility 
than he wants to assume, he calls 
in one of the owners. The item 
is appraised according to its con- 
dition, sale price of an equivalent 
new article, and the demand at 
that particular time. Most items, 
such as tractors planters, discs, etc 
are traded so often that an ap- 
praisal of their value is easy. When 
a trade-in machine is resold with- 
out reconditioning, it brings a 
substantially lower price than 
one that is carried to the shop to 
be worked over. In the latter case, 
it carries a 3-month’s guarantee. 

The firm has a lot where trade- 
in implements are kept on display. 





Many machines, however, are sold 
directly from the farm on which 
they were traded. When mules are 
taken in, the firm usually arranges 
for the trading owner to keep 
them on his farm and continue 
using until sold. Cows, hogs and 
most other livestock are kept 
in Mayhugh’s barn or adjoining 
6-acre pasture. 

Mayhugh occasionally closes an 
implement sale by taking in a 
whole crib of corn. The sale in- 
centive here is the fact that he 
will buy the grain by crib meas- 
urement and save the farmer the 
trouble of hauling the corn to mar- 
ket. He realizes a small margin of 
profit on the corn, plus a nominal 
drayage charge for hauling it away 





Atlantic Steel Company 
Plans Open House, May 5-6 


TLANTIC Steel Company, At- 

lanta, Ga., will hold Open 
House May 5-6 to emphasize the 
variety of products the company 
makes for southern farms and the 
wide range of prime materials and 
fabricated parts which it sup- 
plies to manufacturers of agricul- 
tural machinery and equipment. 


“Dixisteel on Dixie Farms” will 
be the theme of the two-day 
event. 
Numerous Exhibits 
In announcing plans for the 


Open House, R. S. Lynch, Atlantic 
Steel Company president, pointed 
out that exhibits would be located 
throughout the plant. Emmett R. 
Rushin and Michael F. Wiedl have 
been named to handle exhibit ar- 


rangements for the Open House 
celebration. 
Displays will spotlight ma- 


chinery and equipment made by 
southern agricultural implement 
concerns which use Atlantic Steel 
Company’s prime materials or 
processed parts in the manufac- 
ture of finished products. Plows. 
harrows, distributors, peanut 
pickers and a wide range of prod- 
ucts for the farm will be featured 
in these mechanized displays. 
Atlantic Steel finished products, 
such as field fence, nails and 
wagon hardware, which go direct- 
ly into the farm market, will also 
be prominently displayed. These 
exhibits will feature the latest de- 
velopments which Atlantic Steel 


Company engineers have _pio- 
neered for Dixie farms. Processed 
parts, forgings, stampings and 
heat treated parts will be ex- 
hibited in the Manufactured Prod- 
ucts Division. In addition, a 
model country hardware 
showing field fence, barbed wire, 
nail products, packaged goods and 
general hardware items will be 
shown in the Wire Products Div 
Customers, civic and industrial 


store 


leaders, engineering groups and 
technical associations, stockhold- 


ers, and Atlantic Steel Company) 
employees will be invited to at- 
tend the Open House celebration 

Friday, May 5, has been desig- 
nated as “Dixie Farm Day”, and 
Saturday, May 6, will be “Family 
Day’’. Guides will be stationed in 


all departments to explain the 
various mill operations. 
Plant Tour 

Beginning with the Open 


Hearth, and continuing on through 
the plant, displays will show how 
raw materials are processed into 
semi-finished and finished prod- 
ucts for use on Dixie farms. The 
trip through the plant will include 
these departments: Open Hearth, 
Soaking Pits, Blooming Mill, Bar 
Mill, Strip Mills, Wire and Nail 
Mills, Galvanizing Departments, 
Manufactured Products Depart- 
ment, Forge Shop, Machine Shop, 
Roll Shop, Shipping Department 
and various warehouses and re- 
lated departments and shops. 
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be is galvannealed 
| for longer life 


It’s easy and profitable to tell the 


A Red Brand sales story. You can sum it up in 
one simple sentence: ** Red Brand is Galvannealed 




























for longer life.” 


Galvannealing is the special 


d — Keystone process that fuses zinc to the strong steel 
id wires of Red Brand Fence. This forms a lasting 
: rust-resisting coating. In addition, Red Brand fence 
‘ wire contains copper for extra rust-resistance. 
46 Red Brand's excellent reputation, 
; plus the potent promotional effort behind it, has 
e established a demand for Red Brand Fence that’s 
worth cash profits to you... vow and in the future. 
! So, keep selling Red Brand by selling the Red Brand 
| story: “It's Galvannealed for longer life.” 
y 
RED TOP STEEL POSTS 
. For a complete fence line, stock and 
i sell Red Top Steel Posts too. They are 
made of tough, springy railroad steel, re- 
inforced four ways. Can't rot, split or burn. 
ort 
£3 



















































i fe: Wy pat esse: 
RED BRAND PLAN UNCOVERS NEW BUSINESS 


The Red Brand selling plan builds your over-all business 
by developing new sales. You'll increase your 

fence business as well as boost sales on all merchandise 
you carry. Ask your Red Brand representative about this plan. 


KEYSTONE STEEL & WIRE COMPANY Peoria 7, Illinois 


Makers of Red Brand Fence> Red Top Steel Posts* Non-Climbable Fence* Nails* Bale Ties* Gates* Keystone Poultry Netting 





SOUTHERN FARM EQUIPMENT for APRIL, 1950 171 


XUM 











Build your sales 
in profitable bits! 


This fast selling assortment of Anchor Brand Iron and Wire 
Mouth Bits will meet the needs of your farm customers, 
and will pile up profits for you, bit by bit! 

Stock and display Anchor Brand Saddlery Hardware 
for fast turnover and customer satisfaction. Your jobber 
can supply you promptly... 


give him a call, today! 





No. 8401 Team Bit 
Wire Mouth 
6” Heavy 


No. 8391/2 Team Bit 
Wire Mouth 
6” Medium Weight 












No. 47 Team Bit 

6” Stiff Mouth 

No. 4712 Team Bit 
(ilustrated) 

6” Jointed Mouth 






















No. 87612 Driving Bit No. 8751/2 Driving Bit 
Wire Mouth Wire Mouth 
2” Jointed 512” Jointed 








ST. LOUIS 


CHICAGO 


PHILADELPHIA 
LOS ANGELES 


NEW YORK 


BOSTON 


DALLAS SAN FRANCISCO 











MAKERS OF ANCHOR BRAND HARNESS AND SADDLERY HARDWARE 
THE MOST COMPLETE LINE IN THE WORLD 





















Farm Safety Program 


(Continued from page 162 


The results of this safety pro. 
gram prove its worth. In 18 years 
of selling tractors in the area 
Haralson has heard of only one or 
two minor accidents among the 
tractor users who have bought 
equipment from him. 

“T have sold several customers 
who were afraid of power machin- 
ery,” he admitted. “In our area, 
there is much steep land, a hazard 
to a tractor that is not used cor- 
rectly. Hammering away at our 
safety program gets results.” 


Volume-Builder 


While customers benefit from 
this safety program, this promo- 
tional plan has paid off, also, for 
the company, for the safety pro- 
gram is a volume-builder. 

Records here tell an interesting 
story. They show that during the 
second year of tractor ownership, 
many customers buy one or more 
attachments. 

“Attachments for the _ tractor 
seldom sell themselves,” Haralson 
points out. “We would not sell as 
many as we do the second and 
third year, if we did not keen in 
close touch with the customer dur- 
ing his first year of ownership 
During that important first year, 
when the customer is learning to 
use his new equipment safely and 
profitably, our monthly contacts 
enable us to find out how he op- 
erates, and what he needs. 


Sales Talks 


“We never attempt to sell the 
customer equipment he does not 
need for more profitable opera- 
tion or better service on the farm. 
And we hope we do not pass up 
many opportunities to sell every 
customer his full requirements for 
shorter hours of labor and more 
production.” 

Part of the safety program is 
concerned with continuing in- 
struction in the operation of ma- 
chinery and tools until the new 
owner is completely familiar with 
them, No call-back is ever consid- 
ered a loss, nor is it charged up 
to additional sales expense. 

“We feel that if we get in a 
little extra sales talk each time on 
some attachment the farmer will 
need in the future,” said Haralson, 
“we’re making that call on the 
farmer pay. Twelve such calls 
during that first vital year always 
result in the sale of more equip- 
ment or shop service.” 
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THE CONTINENTAL 
RED SEAL FRANCHISE 





IS BETTER THAN EVER TODAY 


There’s a good year ahead 
in 1950 for distributors and 
dealers selling Continental 
Red Seal power. For in this 
pioneer line, they really have 
something to sell. 


QUALITY, for one thing. Engi- 
neering advances combine with improved materials 
and manufacturing technique to make today’s Red 
Seal engines and power units the finest products, 
quality-wise, that Continental has built—products 
more than ever worthy to bear the Red Seal name. 


COMPLETENESS OF LINE. Series are available at 
closely-spaced power levels from 1/2 to 250 horse- 
power, in a variety of specifications adapting them 
to an extremely wide range of jobs. There are 
Red Seals for use on any and all standard fuels— 
including cushioned-power Diesels for industrial, 
transportation and agricultural use. 


PUBLIC ACCEPTANCE. Far from least important, 
there's the prestige of the Continental name. For 
almost 50 years, the Continental Red Seal trade- 
mark has stood as a symbol of dependable inter- 
nal combustion power. If interested in boosting your 
profits in 1950 and the years to come, write for full 
information on the Continental franchise TODAY. 


CONTINENTAL MOTORS PRODUCTS ARE 
BACKED BY CONSISTENT ADVERTISING 
IN NATIONAL MAGAZINES 








MODEL F-162 
OPEN POWER UNIT 


Four cylinders; L-head, performance 
proved in millions of hours of service 
on countless types of jobs. 15 to 30 
shaft h.p. for continuous duty; 20 to 
35 shaft h.p. for intermittent duty. 


MODEL R-600 
CLOSED POWER UNIT 


Six cylinders; overhead valve type, 
completely enclosed in all-weather 
housing. 65 to 110 shaft h.p. for 
continuous duty; 75 to 140 h.p. for 


intermittent duty. 








[ontinental Motors [orporation 








MUSKEGON, MICHIGAN 








a 
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BRIGGS & STRATTON 





air-cooled POWE Q 


. ..«. There are more Briggs & Stratton air-cooled 
gasoline engines in service — on farm equipment, 
industrial machines, tools, and appliances — than all 
other makes of gasoline engines in their field combined. 


No other single-cylinder, 4-cycle, air-cooled engines are 
so universally preferred by manufacturers. dealers 
and users alike. 
No other engines in their class can match y 
Briggs & Stratton in engineering precision — in 
dependable performance —long life — service. 
BRIGGS & STRATTON CORPORATION om 
Milwaukee 1, Wis., U.S. A. 


Yay 
Yfude 


SUPERVISED 
SERVICE 
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One-Year Guarantee 
(Continued from page 148) 


and full checks are made always 
to insure that the equipment is 
ready to give long-time operation. 

Then, too, fast service is just as 
important as the availability of 
service itself, in Burwell’s opin- 
ion. “We fully realize the urgen- 
cy of repairs for certain custom- 
ers,” he says. “We sell a variety 
of equipment, in addition to trac- 
tors and implements. For exam- 
ple, we handle water pumps, and 
we have built a reputation for 
never having let a customer go 
overnight without water.” 

When all mechanics are tied up, 
Burwell himself, normally busy 
with administrative details, takes 
his overalls off the hook and heads 
into the country to answer emer- 
gency calls for service. 

When the volume of calls for 
service becomes heavy, Burwell 
always questions the latest caller 
to determine the urgency of his 
need for repairs and tries to follow 
up these calls in the order of thei: 
importance 


Field Repairs 


This firm never attempts any 
kind of major repairs in the field 
though it maintains an adequate 
field service truck. But if any ma- 


* jor work is necessary, the farmer's 
by equipment is transported back to 
dam? the shop. Burwell feels that the 
ve time lost in going back and forth 
ng for tools, parts, etc., is good rea- 


son for not making major repairs 
in the field. 

No pick-up charge is made for 
equipment that is brought in for a 
major overhaul. The small charge 
made for mileage on other calls is 
reasonable—10 cents a mile each 
way and $2.00 an hour for the me- 
chanic’s time. 

A contributing factor to the ef- 
ficiency of this shop is the cost ac- 
counting system that keeps rec- 
ords of all work done. With this 
system in operation, Burwell can 
account for every item of expense 
and income in the shop in deter- 
mining what is paying off and 
what isn’t. 

Many farm equipment dealers 
shudder at the thought of keeping 
separate records, for they do not 
feel that the complicated nature 
of farm equipment service and the 
assembly of new equipment can 
be recorded adequately. 

The basis of this record system 
is a division of the work in the 
shop into “internal” and “exter- 
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Id, You're all set with a top performer for every prospect 
o when you sell the FxW line. No matter what his 
well depth or capacity need, there’s always a depend- 
to able F&W Water System to fill the bill. 





th Smooth-looking F&W Water Systems are easy to 
- sell. And their quiet, sure performance makes the 
kind of satisfied customers that boost your business 
or for years to come. Rugged F&W’s are easy to service 
- —and the way they avoid maintenance trouble pro- 
tects your profits. 

Year in, year out, F&W dealers are backed up with 
consistent national advertising and merchandising aids. 
f~ Send for facts on the complete line you can depend on. 


« FLINT & WALLING WATER SYSTEMS 
” 419 Oak Street 
Kendaliville, indiana 


fa 


WATER SYSTEMS 


On Shallow Wells t 
FaW VARUET BULLET PUMP @ 


Pumps 40 to 70% more 
water per motor H. P. on 
éess electricity. 


oa Hw 


~- © @ 
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FaW 2-STAGE 
CENTRIFUGAL 
JET PUMP 


Ty pic al smooth-lo« king 
Fa W deep well pump. Also 
made in 1 and 3 stage mod- 
els with 1/4 to 5 H.P. motors. 
All certified performers. 








SPEEDICHANGE 
ROTARY SEAL 
Change seal cartridge fast io 
3 simple steps 
1. Loosen 2 Allen Screws 
2. Take out 4 Mounting 
Bolts 
3. Unscrew Rotary Seal; 
Install new cartridge 







No disassembling pump 
No breaking pipe line 
No moving pump from well 
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nal” labor, Internal labor is per. 
formed for the company; externa! 
labor is performed for customers 
at a charge. 

The internal labor always must 
be charged to some other part of 
the business, such as the setting up 
of new machinery, reconditioning 
of old equipment, etc. 

This is particularly important in 
determining whether or not the | 
shop is operating at a profit ora ff 
loss, or—more specifically—exact- 
ly how much of an investment the 
firm has in a piece of used equip- | 
ment that has been reconditioned. 
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Cultivators 


New F & W Cartridge 
Type Rotary Seal . . y 


LINT & Walling Manufacturing 

Co., Inc., Kendallville, Indi- 
ana, has announced a new Car- 
tridge type rotary seal developed 
by F & W engineers. Outstanding 
features are its simplicity and the 
speed with which it can be re- 
placed. 


for Garden 





and Farm... 








Nn is the time to talk culti- The three steps necessary to re- * 
vators to your customers— place the cartridge type rotary 
Planet Jr. Cultivators! Planet Jr. seal in less than 15 minutes in- 

. volve removing four cap screws, i 
makes Cultivators for almost any loosening two Allen screws and cas 
crop grown in rows... for culti- unscrewing the cartridge contain- in 
vating by hand, animal, or tractor. ing the rotary seal to replace with 

a new one. Replacement is from ef 
‘. the top of the pump. aa 
Planet Jr. Cultivators are spe- : _— : 
cially designed to speed accurate . 
cultivation in garden or field. Bg 
They help your customers increase e€ 
yield and profit. Dh 
at 
The Planet Jr. line is best known on 
and sells best. It includes Trac- m 
tors and Tractor Attachments... - 
all kinds of Hand Seeders, Hand 
Cultivators, and Hand Fertilizer 
Distributors . . . Horse Drawn 
Seeders, Cultivators, and Dis- a 
tributors ... Planting, Fertilizing, 
and Cultivating Equipment for 
general purpose four-wheel trac- 
tors ... and an important assort- 
ment of Planetized* Tillage Steels, These steps can be taken with- 
Sweeps, Furrowers, etc. out moving the pump from the 
a well, without breaking a single 
“Svade Merk pipe line and without disassem- j 
bling the pump. The cartridge 9 
type rotary seal is standard with 
S. L. ALLEN & CO., Inc. F & W deep well centrifugal 
3421 N. Fifth Street pumps. k 
Philadelphia 40, Pa. Complete information will be 
, sent upon request to the manufac- P 
turer. . 
S 
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It was hot as a boiler room, but that wasn’t the only reason the 


dealer was sweating. 


“When can I get them?”, he shouted, “All 
the grain in the country is down!” 


“We're Caught With Our Crops Down” 


When can I get them?’, shouted 
the dealer. It was hot as a boiler room, 
but that wasn’t the only reason he was 
sweating. “All the grain in the country 
is flat.” He hung up the phone, 
turned to the group of anxious farmers. 
They'll be here Tuesday,” he told 
them. 

Looks like what you need,” I sug- 
gested innocently, “are some pick-up 
reels.’ The group stared at me. 

That's a brilliant suggestion,” said 
the dealer . . but about 15 minutes 
late. That was Hume I was talking to 
on the phone. He’s shipping the reels 
immediately, but we're losing grain 
right now. We're really caught with 
our crops down!” 

“You mean caught with your... . 

“Yes, and our pants, too,” he inter- 
rupted. “Anyway,” he continued after 


” 


the farmers left, “it means I missed a 
chance to serve my customers. I could 
have done two things — carried a big- 
ger inventory of Hume Reels and kept 
pushing them harder so that more farm- 
ers would have them now.” 

“These reels work in standing grain, 
too, don’t they?” 

“Sure thing,” replied the dealer, 
“they pick up more grain, standing or 
down, reduce shattering, prevent clog- 
ging in the combine, prevent lodging 
at the cutter bar. Fine for beans, too.” 

“Sounds like a good story.” 

“It is,” he said, “and I'm going to 
use it more often from now on.” 

“Locking the barn door after . 


“Listen,” interrupted the dealer 
again, “I'll have to lock my f/ door 
if those Hume Reels aren't here Tues 


day. Those farmers are really upset.’ 





Horace D. Hume gets a “weather re- 
.... bad storm, grain flat, 


port”: “ 
need 50 reels, ship immediately.” 


Down grain like this means serious 
loss unless special pick-up reels are 
available to farmers immediately. 
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th HUME 
PICK-UP REE ( 


GETS ALL THE GRAIN 
STANDING oR DOWN 


The Hume Pick-Up Reel is more 
than emergency equipment to save 
grain crops when they go down. It's 
a fair-weather friend, too, harvesting 
more grain from even the straighest 
standing field of wheat, oats, beans, rye, 
barley or rice. Yes, the gentle, firm, 
even action of the Hume Pick-Up Reel 
picks up every head and feeds it evenly, 
gently, without shattering to combine, 
binder, mower, swather. No bunch- 
ing, no clogging, no skipping. Write 
today for the complete Hume story. 
MANUFACTURERS OF Pick-Up Reels, 
TractoR-Rower Harvesters, Lifter Guards, 


Green Crop Loaders, Cut-Lode Harvesters 
and Floating Cutter Bars. 





177 








John Blue Markets New 


Horse Drawn Planters . 
HE John Blue Co., Huntsville, 
Ala., is now marketing a new 
and modernized line of horse 


drawn planters. 

“We have purchased the plant 
facilities, the name and patents of 
the famous Campbell line,” W. D. 
Tucker, general manager of the \ 
company, announced. “All the best 
and popular features of the old 
line are being retained, and our i 
engineers have added strength 
where needed and are moderniz- 
ing the appearance of these long- 
wearing planters.”’ 

The Blue planters feature a 
double motion cotton feed. Hop- 
pers are of the edge drop type and } 
will plant cotton, corn, peas, 
beans, and cane sorghum, it 
claimed. 


LINGS LIFE-TIME WRENC ) | 
in NEW GIFT BOXES 





Blue planters are made in three 
series. The 114-115 series is of the j 
rear wheel disc type with short 
compact, well braced frame. This 
planter can be operated on a ridge i 
or in a furrow. 

The 124-125 series is of the 
chain driven type with well 
guarded chain. The drive wheel ' 
is of the split type that does not 
pack the soil over the seed, but 


UNTER DISPENSER 
tures profit-making Billings 
-TIME Wrenches in one 
are foot of magic, mag- 


Hi grea helps to cover the seed. ; i 
———— ee nae : The 134-135 series is a front 
‘pune in 3 pa pad : wheel drive type with a multiple 

Increases repeat — gear with nine different gear set- 

ent of $37.92 brings *Pat. App. for tings. This versatile planter, due ' 

8.96 profit! Quality to different gear ratios, gives use 

to 360 different spacings for using 
ORDER BOTH all of the forty available seed 





rings, it is claimed. 
In addition, the Campbell No 
111 corn planter, which has been 


TRAFFIC STOPS 


in use for several years, is being \ 
manufactured by the John Blue 
Co. 


The John Blue Co. manufactures 
tractor planters and distributors } 
horse drawn planters, liquid ferti- : 
lizer distributors, horse drawn 
distributors, crop dusters, tractor 5 
drawn stalk cutters, horse drawn f 
disc harrows, and tractor drawn 
BILLINGS & SPENCER CO HARTFORD 1} CONN disc harrows. 
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FIVE BINS 
FOR 
ACCESSORIES 


YOUR 
CHOICE 
OF CHAIN 













CAMPBELL CHAIN 
Streamlined 
DISPLAY STAND 
wth 
CHAIN CUTTER 


Here's the sturdy, well-balanced, modern merchandiser to in- 
crease your chain sales by making your stock handy and 
attractive. Smart styling adds to its eye appeal in your store. 
It invites your customers to remember, and satisfy their chain 
needs. It helps you sell chain quickly and economically. 


3.5, 
Sp Gs ng 
? o% ore ta 


Dy fe, ? 


The Campbell display stand and easy-to-use chain cutter are 
available with the chain assortment of your choice. Selection 
includes eleven different types of the most popular chain. 


Ask your wholesaler or mail the coupon today for complete 


information. 







as | 2 


1 
: a * «* &* 4244 
. 


var 


Te) Paala 
BALANCE 





AND 
Special 
HANDY 
CHAIN 
CUTTER 






MAIL THIS TODAY 


CAMPBELL CHAIN CO. 
York, Pa. 











oy-4 1 -):1 78 





Please rush me complete information about your special introduc- 


CHAIN 

















i 

| 

| 

| 

| 
tory offer of chain merchandiser and chain cutter. 
} ; YOUR NAME 
I | FIRM NAME ! 

I 
| CAMPBELL CHAIN Gompany | "” : 
( (International Chain and Mfg. Co.) | 1 
| cry STATE j 
York ° Penna. ee eT eS... ET J 
SOUTHERN FARM EQUIPMENT for APRIL, 1950 179 


XUM 











Massey-Harris 


Celebrates 


Atlanta Braneh Opening 


HE Massey-Harris Company, 

with home offices in Racine, 
Wisconsin, celebrated the opening 
of its Atlanta branch office off 
Peachtree Industrial Blvd., Cham- 
blee, Georgia, February 27. The 
new office and warehouse will 
serve a seven-state area in the 
Southwest. 

Heading the group of home of- 
fice executives on hand for the 
formal opening and dedication 
was James S. Duncan, president, 
of Racine and Toronto, Canada. 
With him were L. M. Sweeney, 
vice president in charge of sales, 
Racine; H. H. Bloom, executive 
vice president, Racine; C. E. Bur- 
zess, vice president in charge of 
manufacturing at Toronto; and E. 
F. Krein, Racine, sales manager 
for the eastern United States. 

Approximately 200 guests were 
invited to the opening. Activities 
included a tour of the facilities 
and a luncheon. Following the 


luncheon, Governor Herman Tal- 
madge welcomed the company to 
Georgia. 

The new installation, construct- 
ed of glass, brick, concrete and 
steel, has 57,000 square feet of 
space under roof. Another 70,000 
square feet is provided for outside 
storage and parking. In addition 
to a large showroom across the 
front and the office space, the 
plant provides a large department 
for the distribution of parts and 
has complete service facilities for 
Massey-Harris products. 

“We are pushing the develop- 
ment of our company particularly 
in this area, where we believe 
there is a great future for agricul- 
ture and industry,” Mr. Duncan 
said. He pointed out that Massey- 
Harris has spent approximately 
$25 million on plant expansion 
since the war and has an extensive 
program of construction still un- 
derway. 





Chapin Gas Operated 
Sprayer Available . 


C, 


E. CHAPIN Mfg. Works, Inc 
Batavia, N. Y., is now pro 


ducing a new CO, gas operated 
knapsack sprayer, Utilizing the 


pressure from a CO, cylinder con- 


nected to the sprayer tank, the 
new spray gives even, steady 
spray at all times, it is claimed, 


with no stopping for hand pump- 
ing. 








When turned on, a patented reg- 
ulator valve on the cylinder main- 
tains a constant pressure of 30 
pounds in the tank, giving a full- 

































Earn Big Profits 


mills @ Irrigation Equipment ¢ 
plumbing supplies. 


DEMPSTER MILL MFG. CO. 
Beatrice, Nebraska 


From NEW CUSTOMERS 


When you handle DEMPSTER, you sell EVERYTHING for farm water 
systems! Shallow and Deep Well Reciprocating Pumps @ Shallow and 
Deep Well Jet Pumps © Centrifugal Pumps ¢ Steel Tanks © Wind- 
Distributors of pipe, fittings and 


1 This sign packs ‘em in! t 


= add 


70 years. 


Whenever a new high line is con- 
4 structed in your trade territory, 

scores of farmers start thinking 
about water supply systems for 
the first time. They will come to 
you as mew customers if you carry 
DEMPSTER, America’s complete 
line of water supply equipment. 


DEMPSTER products have been 
the yardstick of quality for over 
They are backed by 
strong national advertising and 
a dealer-proved dealer program. 
With DEMPSTER your store can 
be “water supply headquarters” 
for your whole area! 





Shallow Well 
J 








Deep Well 
Reciprocating 
Pump 
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An Opportunity 


For a dealership with 
America’s FASTEST GROWING 
full-line farm machinery company 





Jo INCREASE 


100 








NING A WAR 
- CAME-FIRST 


* 





*From the 1949 
Massey-Harris Annual Reoort 


There’s the Massey-Harris record! A 1600 
per cent increase in sales volume since be- 
fore the war— ranking Massey-Harris as 
one of the three largest farm machinery 
companies in the world. 

An achievement like that doesn’t just hap- 
pen. It’s the result of many things...a 
combination of quality product, company 
policies, and dealer enthusiasm. 

It stems from such modern equipment as 
the Self-Propelled Combine, the Self-Pro- 
pelled Corn Picker, the Forage Harvester, 
the complete line of Massey-Harris Trac- 
tors, of tools with a growing reputation for 
lasting longer, doing a better job, of being 
more adaptable to modern farming practices. 

Another reason is the aggressive adver- 


SOUTHERN FARM EQUIPMENT for 





NOTE THESE 





tising that Massey-Harris puts behind its 
sales program...the merchandising plan 
inaugurated and carried on by Massey- 
Harris to help its dealers to sell more 
equipment ... to sell it easier, and to make 
more money. 

No less important is the Massey-Harris 
dealer franchise itself —a franchise that is 
more liberal, that offers opportunity for 
bigger volume, that builds dealer enthu- 
siasm to push Massey-Harris a little harder 
because it means more money. 

Massey-Harris is a growing company. It 
is enlarging its dealer organization in many 
open territories... an opportunity perhaps 
for you. The branch nearest you will be 
glad to explain. Wire or write for details. 


APRIL, 1950 


INCREASES IN SALES OVER 1939 


















THE MASSEY-HARRIS COMPANY 
Quolity Avenue, Racine, Wis. 
Branches in Atlanta, Go.; Batavia, N. Y.; 
Columbus, Ohio; Dallas, Texas; Des Moines, 
Enid, Oklahoma; Grand Forks, N. D.; 
Harrisburg, Pa.; Kansas City, Kan.; Los Angeles, 
Calif.; Memphis, Tenn.; Minneapolis, Minn.; 
Omaha, Nebraska; Racine, Wisconsin; 
Stockton, Calif.; Wichita, Kan 


ta, 
so 


St. Lowis, Mo.; 








bodied spray to the last drop. The resistant, galvanized steel, with 
entire tank is reserved for spray- all welded seams and weather 
ing compound. protective aluminum finish. 
Mode! illustrated, No. 800, is the Equipped with 36” oil and chemi- 
5-gallon capacity knapsack type. cal proof hose. Tank openings are 
It is useful for spraying in green- 412” wide for easy filling and 
houses, along roadbeds, drainage cleaning. Top assembly locks air- 
ditches, hedge rows and flower tight. 
beds, as well as in buildings, the The 10-ounce cylinder will sup- 
manufacturer claims. ply pressure for spraying up to 15 
Two 212-gallon tanks are joined’ gallons, or three complete fillings 
by rigid connecting brace shaped of the sprayer. It may be easily 
to act as shoulder rest. Wide car- detached and refilled by local 
rying straps are adjustable. Tanks Carbonic Gas distributors, auto 
are of ARMCO Zincgrip, rust-_ service stations, tire inflators, or 





Over and over, dealers 





and ® Here’s the mow hay drier that 








NS 
means better hay for the farmer — 
—_ and bigger profits for the dealer — the 
~ LOUDEN Hi-Dri, the first scientifically de- 
=> } 4, signed, all-steel, prefabricated hay drier. 
— It’s just one more pioneering achievement by 
CERTIFIED Louden Dealer LOUDEN — one more big reason why the Louden 
mekes EXTRA profits Line is the leading line of Barn Equipment. 
| coal ey pe Figure it out for yourself! If a farmer puts up 
p makes EXTRA 20 tons or more of hay, he needs a LOUDEN 
ay saree and protte Hi-Dri. Think how many such farmers are your 
Band display, customers. Then remember — the average dealer- 
| plus the new profit on a LOUDEN Hi-Dri, is nearly $300. 
a a BO What’s more, each installation helps sell others. 
services of the Louden En- The big season for Hi-Dri Sales is just ahead. 
gineering Department and A new display model and demonstration unit 
the Louden fieldman means creates interest and helps you close Hi-Dri sales. 
Write for details today. If you aren’t already a Hi-Dri dealer, it will pay 
: you to get in touch with LOUDEN right away. 











ot another profit-builder—the LOUDEN Barn Cleaner 


“Most practical] cleaner on the market.” That’s the ‘rye 
verdict on the Louden Barn Cleaner by farmers who - 
know their cleaners. Outstanding features include * a 
Du-All drive, Master-Link chain, factory aligned pre- ~} ot 
fabricated corners which any farmer can easily install. @“—~ 

The LOUDEN Cleaner is rugged, built for long STALLS 
. AND STANCHIONS 
years of satisfactory service. A large unit sale that 


gives the dealer a substantial three figure profit. > 

With LOUDEN, you have a COMPLETE Line. q 
Since 1867, when Louden founded the Barn Equipment 

Industry, Louden has pioneered, introduced and con- 
sistently improved most of the equipment in today's 
modern barns. If you don’t handle Louden = pr weent. 
write your jobber or address below, toda 


there’s Greater Profit when you MAKE IT Lou DEN. 


THE LO U DE N MACHINERY COMPANY S 
364 S. Court St. (Estab. 1867) Fairfield, lowa 


Branch, Albany 1, N. ¥. (but please send inquiries to Fairfield) HAY TOOLS 


LOUDEN- Everything for Farm Buildings 


DOOR TRACK 











by returning to Chapin factory 
for 24-hour service. 





Gem Dandy Electric Churn 
Has 3-Quart Capacity ... 


LABAMA Manufacturing Co., 

Birmingham 3, Ala., has de- 
veloped a new and attractively de- 
signed electric churn, with 3-quart 
churning capacity of heavy cream 
or whole milk, to meet the needs 
of three-fourths of the 4,800,000 
electrified farms, as well as the 
millions of families living in smal] 
towns, according to a recent an- 
nouncement. 





The unit churns in a few min- 
utes and eliminates the drudgery 
of churning butter, it is claimed. 

This new Gem Dandy electric 
churn, Model 4-QT, has a heavy- 
duty, cool-running, slow-speed 
motor with chrome steel housing. 
Aluminum shaft and dasher are 
detachable and adjustable. 

The 4-quart Duraglas containe1 
is designed in colorful black and 
gold. In addition to churning, the 
product is said to have many othe! 
uses for mixing and whipping 
Retail price is $12.95, complete 
with 4-quart glass jar. 


Steel Farrowing Houses 
Developed by Miller . . 


oy G. Miller, Inc., of Mon- 

mouth, Illinois, announces full 
production on the low cost Miller 
Quad farrowing house to help 
“Little Pigs Make Hogs of Them- 
selves.” 

The Miller Quad is said to be of 
all steel construction, 12’ 8" 
diameter, 4’ side wall height, and 
7’ high in center, divided into four 
pens, each large enough to accom- 
modate sow and pigs. Each pen 


182 SOUTHERN FARM EQUIPMENT for APRIL, 1950 



































ry 
inn 
* «@ 
os 
ade- 
de- 
lart 
‘am 
eds 
000 
the 
all 
an- 
\ 
} 
— —_—_ 
Plan now to be ready for the year 1950— dealer today is so ideally adapted to active 
ready to meet it with your best merchandis- selling under this principle as is the new full 
ing efforts—ready to meet it with the best De Laval line. It is a line that will build you 
line of merchandise obtainable. In this way real sales volume at lowest sales cost. It is a 
n- you can make it your most successful year line that will make satisfied customers for 
ry ° . 4a 
: through full application of the sound stock- you because “De Laval products open the 
ic show-sell principle of merchandising. way to better farm incomes and better farm 
y- No line available to the farm equipment living.” 
ed 
ig. 
re 
er — = t y =, } 7 
id i <7) ~ Sr a | 
= ” i a fl e | 
1e | , 
¢ 
: | | | 
New De Laval New De Laval : 
Magnetic Speedway Sterling Speedway —— New De Laval World's wew De Laval Speedway New De Laval Speedway New De Laval 
ener eather Especially designed ag Food Freezers Milk Coolers Speedway New De Laval Speedwey 
De Laval engi- Another great for the man who milks ae For better food pres- Feature forced circu Woter Hester Vacuum Can Hoist 
neered for still new De Laval 10 cowsorless...low Cleanestskimming. ervation ond better lation of cold water Engineered for Tokes the work out of 
better, faster, Milkerfor better in price...inexpen- easiest-to-clean farmiiving. Improved and thus ochieve the doiryman loading and uniood 
cleaner milking. milking ot lower sive to instoll...re- seporators ever table fore at lower rapid, thorough and Supplies 12 full ing the milk cooler 
New stainless cost. New from lieves the drudgery built. Every port cost. Beautiful in op- low-cost milk cooling golions of 185 Operctes on 10 in 
steel unit and stainless steel of hand milking for milk touches is pecrance depend Built in five sizes and woter Lifetime ches of vocuum sup 
= Pulso-Pump. vunits to pump. thesmaliherd owner. stainless steel. able and economical. eight models copper tonk plied by milker pump 
ll 
or 
p 
\- ° 
yf Write Your Nearest De Laval Office For Full Dealership Information 
” THE DE LAVAL SEPARATOR COMPANY 
4 es 8 7 y bee York 64 wo, 
ir 
n 
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has two pig saver rails, Partitions 
are of heavy angle iron with 
steel slats 142” apart for proper 
ventilation. Outer construction is 
of heavy galvanized sheet steel. 
Each pen has a door with latch 
for opening inside or out. Roof has 
ventilator at top and windows 
over each pen, allowing sunlight 
to enter, the manufacturer pointed 
out. 

By either removing pen parti- 


tions or leaving them in, as de- 
sired, the Miller Quad can be 
easily converted for use as chick 
brooder house, rain shelter, grain 
storage, pig creep, calves. or 
lambing pen, for year-round use. 

In addition to the Miller Quad, 
a single sow Miller Ace has also 
been developed. The Ace is also 
of all steel construction and offers 
many of the features of the Miller 
Quad, including the utility uses, 





strong permanent. construction 
etc., it was announced. 

Complete descriptive literature 
and prices on both units may be 
obtained by writing to the manu- 
facturer. 





MeCulloch Portable Pump 
Features Light Weight . . 


CCULLOCH Motors Corp., 6101 
VI West Century Blvd., Los 
Angeles 45, Calif., has announced 
a new _ ultra-lightweight,  self- 
priming portable pump. Rated at 
15,000 gallons per hour output, its 
weight is approximately one-half 
that of pumps with the same ca- 
pacity now on the market, it is 
claimed 

The pump is powered by a five- 
horsepower gasoline engine simi- 
lar to the type used on McCulloch 
chain saws. The centrifugal-type 
pump has a 28-foot suction lift 
and is made of cast aluminum. A 
non-clogging impeller is mounted 
directly on the engine shaft. 

The engine has a kick-proof au- 
tomatic-rewind starter, a _ rain- 
proof ignition system, and an au- 
tomatic governor which controls 
its speed at all loads. Engine con- 
trols are conveniently grouped in 








YOU CAN ALWAYS DEPEND ON A 





easy moving. 


GARDEN TRACTOR 


Fine products bring extra profits to wide-awake, 
aggressive dealers. The Dependable Garden Tractor 
is built to sell. Only the finest available materials are 
used, assuring long, useful and economic life for the 
buyer. Attractively designed and brilliantly painted, 
Dependable Tractors will be in demand by your cus- 
tomers. This is the ONLY garden tractor with a side- 
mounted cutter bar. It can be raised for safe and 


For additional information about dealerships write: 


STRINGER MANUFACTURING CO. 


LAFONTAINE, KANSAS 











- 
' 





——.—~ 


D 
S 


turning plow with 
removable steel point 


V-frame cultivator 
with six reversible 
stee/ shovels ' 


Heavy duty disc horrow 


with six cutting blodes 
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one panel. There are no special fit- with two wheels, weighs only 75 
tings to service, as the entire unit pounds, and is claimed to be well 
is lubricated by means of oil add- balanced, making handling un- 
ed to the fuel. For periods of long usually easy. 
operation, a three-way fuel valve 
is incorporated which permits the 
use of a separate fuel tank. . 
The pump and engine are ' 
mounted on a spring base which 
the 4 ways is said to insure footing on all ® 
+ . — 
“Easier to Sell” line types of ground, and a center bal- = 
c ICAGO ance handle adds to its portability. H 
H Price is $325.00 F.O.B. Los An- = 
“Safety Plus” Hexagon geles, vi 
Head Cap Screws Specification sheet may be ob- = 
tained from the manufacturer. 
* Constant Demand—The constant de- 
mand for the “Chicago” line makes it 
easier to sell—it's the line for replace- 
ment weed in ag ed in alg 
Helds of manufacture y y . 
© They're Stronger—More uniform—give New Type Rotary Tiller 
A pasuae fit for every replacement need, Introduced by U niversal 
© They Cost Less—They fasten faster 
an a rea seams «| YNIVERSAL Machinery Corp. 0. 
y~lgeedetage ae g \ 1815 N.W. Northrup, Port- Bi 
© Better Service—Increased “Chicago , 
plant facilities and production means land, Oregon, has introduced a = 
“round the clock” service, higher quality, " : x . 
better packaging, and a more complete small rotary tiller in the low price 
line. Yes, here is a greater profit line for ri . 
you to feature—all four ways range, designed for gardeners and 
Remember 0 ask, for these “CMengo” | small acreage growers. Known as : | E¢ 
Hexagon Head Cap Screws, Steel and Brass °® the Versatiller. it hoes. spades, A 34 h.p. gas engine powers the Ss 
Square Head and Headless Cup Point Set Screws . é hr s} a —— , “ é 
© _Semi-Finished Hexagon Nuts, Steel and Brass © cultivates and mulches in a path Unit through a precision geal Ye 
H Castellated Nut jister and Flat H . Pigs et ae eed 
Cap Screws * Taper Pins ‘e* milled Studs ® 10 inches wide and to eight inches transmission. Anti-friction ball De 
Sechet Pipe Faas © Suieper Bolts or Shoulder deep. bearings are used throughout in Re 
S $ Head Dog Point Set S , » eomatrie 
———  —_<_ The front mounted tiller oper- the construction. F: 
ates right up against and around The unit will retail for approxi- Re 
< The CHICAGO SCREW COMPANY aia inn ene ee saan weasel 
»  vaeS WASHINGTON BLVO., BELLWOOD, Hi trees, shrubbery and walls. Versa- matel) $100, according to the Ci 
stablished 1872 tiller stands by itself, is portable manufacturer M: 
Le 
Ww 
INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES Vi 
; = Bi 
: You can make a dependable annual income... BE- 
= a : Ni 
g SELL THE WINDROW PICK-U z | c 
mm 
= Precision-built, always in demand, the Innes Windrow Pick-Up has the exclusive “ 
A feature no other pick-up can boast: the Innes patented piston action rotor, z 
z_ that picks the windrow up as gently and cleanly as if by hand, without wrapping z 
= or clogging. Seldom needs repair—once sold, your profit is clear. For any ” M 
w windrowed crop. Stiff and spring finger > Sc 
z models to fit most combines. Backed by z 
os national advertising. For information “a O; 
- about all the advantages of the Innes = . Fi 
] Windrow Pick-Up, and free literature to Roy McLain, shown above at right, z i 
z give your customers, drop a card or letter travels about 30,000 miles a year as “ = 
a to Innes Company, Bettendorf, lowa, mak- bead of the Innes engineering depart- = 
. ers of Innes Windrow Pick-Up and Feed- ment, getting first band information on z 
z er, Constant Power, and Bean Windrower. functioning of Innes equipment. e { 
= ‘ ‘, 
INNES INNES 4. INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES INNES 4 
: Ph 
lar 
Sti 
near - uu view HARDWARE DEALERS 0. 
a ~ WITH IMPLEMENT | 
or dealers who can display and demonstrate this brand new design 
aa of a ride-on full-view tractor. A junior tractor for large farms... the 11 
oun primary tractor for small acreage farms. The first new design in a 
CONSUMPTION decade . . . now in its fourth year of successful operation ...and a 
profit maker for live dealers. 
FAST SELLING TRACTOR TO 
COMMERCIAL GROWERS, SMALL ACREAGE FARMERS 
AND POULTRY RAISERS 
In a class by itself for commercial growers of onions, celery, carrots, 
RIDE ° ‘ ° ; 
ana vee and other truck crops. One model designed for nurserymen cultivates 
WORK trees 4 feet tall. GH tractor is new...it does not compete with gar- 
den tractors or farm tractors. Write for details of selling franchise. 
A W. 
cma e Ven med ' GRAND HAVEN STAMPED PRODUCTS CO. 
GRAND HAVEN, MICHIGAN 
Ss 
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Step UP Your Profits with 
Step UP Display Fixtures 





Association Designed 


SHOPPING ISLANDS 


Are Flexible and Versatile! 


It’s “eyes right” .. . right on your featured mer- 
chandise when it’s displayed on easy-to-see, easy- 
to reach display fixtures . . . they’re Association- 
designed for Association members only. Attractive 
Shopping Islands add 50% more display space to 
your store. They’re durably-constructed of high- 
grade mahogany, oak or birch, with ample 
storage-space underneath for reserve stocks. Top 
step-ups can be quickly arranged to accommodate 
all sizes and shapes of merchandise. 


Association Step-Up Display fixtures are un- 
excelled in beauty, workmanship and price. They 
are shipped completely assembled, ready to go to 
work at once. See association-designed fixtures 
first before you buy! 





For Complete Store Planning 


Consult Your State Association 
INDUSTRIES, INC. 


Streater wovsrwes, we 


Our Fixtures Available Only 
ow Thru State Hardware Ass‘ns Bd 
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You'll boost sales...save handling 


and shipping time with Keg-ettes 






ET modern package merchandising increase your 
chain sales. In attractive, strong plywood Keg-ettes, 
ROUND Chain is easy to stock, display and SELL! 


Place Keg-ettes on your sales floor, display table or 
counter. Then watch customers stop, look and buy. 
Chain on display outsells chain under counters or in bins 
by 40%. 





Keg-ettes are available in 4 popular sizes of ROUND 
Proof Coil or ROUND BBB Coil Chain: 34”, 14”, >i,” 
and 34”. 


Ask your ROUND Chain jobber about Keg-ettes today! 


A-2677 






wae 





FV = 
Keg-ettes are ideal for store display. They put popu- 
lar sizes of heavy chain out where customers can 
see—and buy! 


Each Keg-ette contains one of following quantities of Proof 
Coil or BBB Coil Chain (self-colored or hot galvanized). 





Dh: scnkecdivkedednibeheudoutes ottetendesdasucesuss 356” 
Dt éccbiideinrdisineyaseekawis ce etereesenenes 4” 

Di degideniedieeieded hee. eideeeqeeed dabnet acs daie di6” 
Tl. dn thieiacianeteneneesebestesdeeneaedkdbaeakowas 3,” 

y The Cleveland (hain & Mfg Co. 


Cleveland 5, Ohio 


Round Associate Chain Companies: The Bridgeport 
end waned Chain & Mfg. Co., Bridgeport, Conn. e The Cleve- 
for easy ‘and Chain & Mfg. Co., Cleveland, Ohio « Round 
handling California Chain Co., So. San Francisco and Los 
Angeles, Cal. ¢ The Round Chain & Mfg. Co., 

LS Chicago, Ill. ¢ Seattle Chain & Mfg. Co., Seattle, 
y): Wash. e The Southern Chain & Mfg. Co., Birming- 
ham, Ala. ¢e Woodhouse Chain Works, Trenton, N. J. 
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OUR RESPONSIBILITY - AND YOURS 





No. 1 in a series of editorial messages 


rial magazine is to furnish trade or technical 
news and information to the special field which it 
serves. Its sphere of editorial activity is usually 
limited to that special field. Political or general 
economic developments are not regarded as com- 
ing within that sphere; but, rather, they are devel- 
opments to be explored and interpreted by the 
newspapers and general magazines. 

With no apologies but with what we feel is a 
necessary explanation, we are now venturing to 
step outside that limited sphere of editorial activi- 
ty—to the extent of one page in 


Te primary objective of a business or indus- 
t 


national income as to offer a definite threat to our 
system of private enterprise. And that point can be 
reached under our existing welfare programs. 

Within another generation, according to con- 
servative estimates, our present welfare programs 
will be absorbing as much as 18% of the covered 
payrolls. That this estimate is not unreasonable is 
evident in the fact that already the payroll tax of 
the railroads is more than 15%. 

And on top of that, we are now asked to ap- 
prove socialized medicine—the ultimate cost of 
which is unknown, but it certainly would amount 

to many additional billions of 








each issue devoted to what we 
regard as the gravest menace 
confronting our readers. 


That menace might be 
termed socialism, it might be 
termed statism, it might be 


termed the “welfare” state. But, 
in a general way, it might be 
summed up as the growing ten- 
dency to expect or permit gov- 
ernment to do for us the things 
which we should do for our- 
selves. In turn, that means the 
gradual development of an all- 
powerful central government, with more and more 
governmental controls: with an ever-increasing 
portion of the national income turned over to the 
tax collector; and—of necessity—with the gradual 
loss of individual freedom and opportunity. 

What is this thing which we refer to as socialism? 
At a recent southern convention a speaker aptly 
described it as the system in which the government 
says: “Give me more and more of your earnings or 
property so I can take more and more care of you 
(I don’t trust you to take care of yourself) after I 
have taken care of myself and my friends.” 

Now social legislation is not necessarily social- 
istic—as, for instance, where social security meas- 
ures are financed by payroll taxes, are held within 
reasonable bounds, and where the primary objec- 
tive is not redistribution of income but spreading 
of individual income more evenly over a period of 
time. But it can be carried to the point where 
it becomes definitely socialistic. That point is 
reached when it absorbs so large a portion of the 





dollars. 

In addition to more and more 
government controls through 
welfare programs, socialism 
proposes to control the means 
of production through nationali- 
zation ol industries. Its 
ultimate aim is the virtual elim- 
ination of our present system of 
private Thus, as 
pointed out recently by James 
F. Byrnes, but a 
step toward communism.” 

Already we have gone far 
down the road of socialism. In addition to expand- 
ed welfare programs, we have legislation which 


basic 





enterprise 


“socialism is 


pushes up wages to uneconomic levels, we have 
vast government housing projects, we have rent 
control, we have control of interest rates, we have 
government head-over-heels in electric power pro- 
duction, and we have vast government subsidies 
and payments to the extent that an average of one 
adult American in every six now receives regular 
checks from the government. 

Because we feel it is so grave a menace which 
confronts all of us, we propose to devote this page 
in the next several issues to more detailed discus- 
sion of various phases of the problem. 

This is our responsibility. We realize, of course, 
that many of our readers will be entirely familiar 
with the story. But we hope that by covering the 
subject in this way, we may be furnishing material 
which our readers can use in carrying the story to 
their employees and associates. That is your re- 
sponsibility. 
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Rust-Resretine 


Garvaniteo 
STEEQ wee 


Genuine Copper- 
Bearing steel wire, 
rust-resisting 
through and through 














Crack-proof zinc 
armor further 
protects wire from 
devastating rust 
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Four wrap, hinge- Tension curvesin Only full size wires, 
joint construction line wires allow accurately and 
stay wires won't for expansion correctly spaced 


slip or pull loose 

















... we're felling DIXIE FARMERS 
about DIXISTEEL FENCE! 


Your best customers—Dixie Farmers—are seeing 
a lot about DixIsTEEL Fence these days. 

Leading Southern farm publications are carry- 
ing big, selling ads about DixiIsTEEL Fence on Dixie 
Farms. Actual, on-the-farm photographs and 
stories are being featured in these advertisements. 

The main reason for all of this advertising is 
to help you sell more DixIsTEEL Fence. So stock up 
and feature the fence that is Southern made for 
Southern needs. 

See your wholesaler or write today for full in- 
formation about the DrxIsTEEL Fence line. 


ADVERTISING TO BUILD 
MORE SALES FOR YOU! 


Dixisteel Fence ads appear 
regularly in publications 
reaching 373,471 farmers. 
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As a result of his sales training 
this salesman is equipped to 
give sound advice and can an- 
swer most of the questions that 
a customer might raise concern- 
ing gardening and the tools that 
are best suited for certain jobs 


QQ” SALES of lawn and garden 
supplies have increased sub- 
stantially as the result of a pro- 
gram in which departmental sales- 
men receive specialized training 
in each type of equipment sold. 
When any merchandise is fea- 
tured as a major line, customers 
can reasonably expect to receive 
sound advice from floor salesmen, 
and in line with this, our training 
program first considered the 
basic knowledge that a salesman 
must have if the selling points of 
any piece of equipment are to be 
explained properly to customers. 
In the garden supplies depart- 


-ment, this training has taken the 


form of classes, each held on a 
particular item and each taught 
by a manufacturer’s representa- 
tive. For example, our first class 
was on lawn mowers and lasted an 
hour, during which time the sell- 
ing points of each lawn mower 
were described in detail. This was 
followed by an open forum discus- 
sion in which salesmen were en- 
couraged to ask questions and 
state their ideas concerning the 
merchandising of this line and 
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By Al Baldwin 


Manager, Central Hardware 
Wellston, Mo. 


proper procedures in closing sales. 

The results of this class have 
been obvious. Our salesmen are 
thoroughly familiar with every 
lawn mower on the floor and are 
well-equipped to give customers 
the authoritative information 
which they expect. 

Next, a class was held on seed. 
Beginning with work preparatory 
to actual planting, the class in- 
cluded details of choosing seed for 
soil, its early nurturing, germinat- 
ing period, etc. In all, this class 
provided our salesmen with pro- 
fessional information that is of 
special importance to those cus- 
tomers who are taking up garden- 
ing for the first time. 

Additional classes covered gar- 
den tools, power tools for harrow- 
ing and plowing, insecticides, etc. 
—in each case taught by a manu- 
facturer’s representative. 

The results of this training have 
been apparent from the beginning. 
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-.. Steps up sales 
of garden supplies 


For example, we devoted an entire 
class to sprays and their use. The 
result was an immediate increase 
in sales of spraying equipment and 
insecticides. 

We have found it best to hold 
these classes early in the morning, 
before store traffic makes such 
training periods impossible. These 
classes in no way have conflicted 
with normal store routine, and 
most important of all, have been 


received enthusiastically by our 
sales personnel. 
Such training is an important 


part of an over-all plan in which 
we are placing greater emphasis 
on display and variety of mer- 
chandise as a means of increasing 
our volume on garden supplies. 
When sufficiently organized and 
promoted, this department can be 
one of the most important in any 
store. We began increasing the size 
of this department during 1949, 
allotting to it 200 percent more 
space. In an area more than 60 
feet long and 20 feet wide, we 
have attempted to incorporate all 
items needed in the various types 
of gardening, in addition to log- 
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Above, island dis- 
play of garden hose, 
with prices clearly 
marked on _ price 
charts. Left, a 
trained salesperson 
points out the mer- 
its of a lawn mow- 
er. Below, wall dis- 
plays of garden 
tools, the last dis- 
play in the garden 
supplies department 


ically 
merly displayed elsewhere in 1 ¢ 
store. 

These displays of garden sup- 


plies are set up in a sequence of 


separate islands along the floor, 
spaced several feet apart, so that 
the customer may look over one 
type of merchandise without being 


distracted by another. Shown 
here, also, is playground equip- 
ment, including slides, swings 


“teeter-totter,” merry-go-round 
and similar items. 

Following the “backyard them 
display devoted entirely to 
galvanized utensils, including gar- 
bage cans, pails, spray cans 
sprinklers, etc. In the next unit 
are clothes lines, dry racks, et 
still involved in the backyard 
theme and an essential part of 
garden supplies merchandising 

Also, there are separate islands 
of vegetable and flower 
spreaders, hose reels, hand tools 
fertilizer and chemicals, and in 
the rear, a huge rack which shows 
20 coils of hose with separate 
price charts for various types and 
lengths. Hand tools, such as 
trowels, hand _ hoes, _ clippers, 
shears, etc., appear on a long table 
at the left side of the center dis- 
play, where they are most 
venient to seed customers. On an- 
other table, nearby, are sprayers 
bug bombs, handy 
identifying garder 


is a 


seeds 


con- 


insecticides, 
tickets for 
rows, etc. 

Under arrangement, the 
customer can walk for long dis- 
tances without stepping out of our 
“garden center,” which ends with 
a permanent wall rack of garden 
tools positioned against the 
wall. Also, it is easy for any sales- 
man to point out all of the essen- 
tial seeds and equipment for an) 
type of home gardening, adding 
one item at a time. As a result of 
closely tying-in related items, ou! 
unit shown a sizable 
increase 

We have been making much use 
of newspaper advertising, all 
to the home owner and inviting 
him to consult with Central 
Hardware salesmen on planting a 
garden. 

The most potent sales-builder. 
we have found, is our practite of 
inquiring of every customer in 
every department in the store. 
whether he has S 


this 


real 


sales have 


a garden or is 
planning one. A conversation with 
a customer along these lines in- 
variably leads to a visit to the 
garden supplies department and 
implants in the customer’s mind 
the desire to have a garden. 
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PROMINENT executive 

A ly said: “The most impor- 
tant job in business today is sell- 
ing.” With all we have and 
heard about sellers’ markets and 
buyers’ markets, it is wise to give 
some careful thought to this state- 
ment 

The country has passed from a 
land of allotments to a land of 
plentiful supply. That calls for 
selling. Aggressive, well-planned 
selling is needed, selling that use 
every available and 
method. This return to an _ in- 
creasingly competitive market 
makes it clear that ef- 
forts must do a real we 
want to operate profitably. 

Since advertising is directly re- 
lated to selling, we must consider 
advertising costs as selling 
and spend our advertising dollars 


seen 


ales tool 


sales 


job if 


oul 


costs 


wisely. Dollars spent for selling, 
through advertising and promo- 
tion, should bring a definite re- 


turn just as surely as the dollars 
spent for merchandise and opera- 
tion. Let’s take a look at some 
factors to consider when we start 
to invest In advertising. 

First. -how much shall we 
spend? Country-wide surveys and 
the opinions of the experts indi- 


Cate that for the average retail 
hardware store the advertising 
budget should be between 1.7°% 


and 2° of the gross sales. Thus, 
you should spend $17.00 to $20.00 
each month on advertising for ev- 
ery thousand dollars you expect to 
take in during that month. 

Your advertising volume will 
naturally depend on local buying 
conditions and competition. Per- 
haps sometimes it will be smart 
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to spend more to keep pace with 
your competitors. At other times 
particularly in rural markets, 
such factors as rain, crop failures, 


etc., may lower the local family 
income and make it advisable to 
cut back your advertising ex- 


penses 
Certainly the second problem in 
your advertising program is where 


to spend your budget Radio 


newspapers, circulars and direct 
mail are all good media for the 
retailer. Finding the one, or one 

best suited to your store and lo- 
cality may require a little experi 
menting, however. Don’t be afraid 
to try several approaches. Inves- 
tigate the cost-per-reader (or lis- 


tener) and study the results. Low 
priced advertising media may ac- 
tually be high priced when figured 
in terms of readership and returns 

Dealers in small cities which 





For Bigger Returns 
from Advertising— 


1. Set up an advertising bud- 
get. 

Determine how to invest it. 
Plan your advertising. 
Coordinate it with displays. 
Keep sales people informed. 
Feature price specials. 
Time your advertising. 
Advertise your best sellers. 
Keep reminding the custom- 
ers. 


. . . 


. 


SONOW kan 





10. Use manufacturers’ and 
wholesalers’ advertising 
helps, 
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Get the Most from 


YOUR 
ADVERTISING 
DOLLAR 


By Shelden Teomer 


Sales Promotion Manager, Moore- 
Handley Hardware Co., Inc., 
Birmingham, Ala. 


have a radio station but no daily 
newspaper will probably find lo- 
cal radio advertising most success- 


ful. Radio is best for advertising 
a particular “sale” or major lines 
Paint, farm implements, tires, 


electrical appliances and _ similar 
lines are well suited to radio. Spot 
announcements before or after a 
program which is popular in your 
town will get good listenership at 
Be sure you choose a 
you feel most of your 
will be tuned in 

stores downtown 
will 


cost 


when 


low 
time 
customers 
Large! with 
good results 
newspapers. Radio and 
newspapers can both be used ef- 
fectively by this type of business 
as can circulars and direct mail 
Don’t overlook the _ classified 
pages in your newspaper for re- 
minding customers of some 
special service you offer: motor 
repairs, lawn mowers sharpened, 
floor sands and polishers for rent 
Classified advertising rates are 
low and are ideal for this type of 
advertising which does not need 
pictures in order to be effective. 
Mailing lists and circulation are 
the prime factors in direct mail 
and circular advertising. Make up 
your mailing list of prospects, not 
suspects, and keep it accurate 
Telephone directories, courthouse 
records and your own credit rec- 
ords are excellent sources of 
names for your mailing list. Man- 
ufacturers and wholesalers can 
supply you with a wealth of mail- 
ing pieces, brochures and envelope 
stuffers so that this kind of adver- 
tising will cost you only the post- 


locations get 


from daily 


youl 


age required. 


Distribute youl circulars in 
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your trading area, taking care 
they don’t get dumped in the sew- 
er! You can avoid this latter by 
using the local Boy Scout troop or 


boys from your _ neighborhood 
whom you know. 
Plan your advertising. That 


sounds like a big order and it is! 
It involves timing the promotion, 
coordinating ads, windows and 
store displays, a smart and season- 
able selection of merchandise of- 
ferings, informing sales people for 
proper follow-through and a con- 
centrated effort on the sales floor, 
pricing and marking merchandise, 
etc. All of these are important and 
add up to an effective plan. Don’t 
overlook any of them—the others 
will lose at least part of their ef- 
fect if you do. 

In merchandising your ads, se- 
lect timely, related items and price 
them right. Get a balance of staple 
articles with seasonable best sell- 
ers, a balance of items which will 
build volume plus those aimed at 
attracting store traffic. 





Be sure you feature a “leader” 
in each ad. Feature popular mer- 
chandise which will catch the cus- 
tomer’s eye and which will ap- 
peal to the greatest number of 
people. 

Remember price impression, too. 
Don’t be afraid to offer some “‘spe- 
cials” and “bargain” prices. Chain 
stores have been doing this for 
years with obvious success. 

Remember, you can sell a leader 
at a very low profit without no- 
ticeably affecting your store 
mark-up as a whole. You may 
prefer to regard this loss of profit 
—the difference in your regular 
selling price and the “sale” price 
—as part of your advertising ex- 
pense. In either case, you can make 
a favorable impression on your 
customers with the low price and 
still not affect your store-wide 
profit picture. Trading-up and 
suggestion selling will reduce this 
loss still further. 

Time your major advertising ef- 
forts, both as to season and day of 
week, Ads which feature “big 
ticket” merchandise often get bet- 
ter results when run on Sunday 
or Monday. Housewares ads, 
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spiced with some real values, may 
help you prevent mid-week sales 
slumps; sporting goods, auto ac- 
cessories, tools and general hard- 
ware in your ads on Thursday or 
Friday will catch the week-end 
traffic. Remember local conditions, 
shopping habits, and pay days. 
Catch your customers when they 
are in the mood and have the 
money to buy. 

Follow through by displaying 
the advertised merchandise in 
windows and inside your store. 
Tag your featured items, build a 
colorful display in your window 
and reserve a key spot in your 
store for showing your “leaders.” 
Make sure that advertised prices 
agree with price tags on the mer- 
chandise. For your periodic “sales” 
and events, present an interesting 
and lively atmosphere in your 
store as well as in your ads. 

Here, again, manufacturers and 
wholesalers are glad to furnish 
you with advertising and display 
material. Plan your major promo- 
tions far enough ahead so that you 
can order whatever material you 
need. 

Use streamers to dress up win- 


dows; pennants, banners’ and 
counter cards for brightening up 
posts, counters, ledges and for 
spotlighting your feature items. 


Get extra copies of your ads from 
your printer and post them 
throughout the store. They will 
remind salespeople of the special 
items and direct customers to var- 
ious counters and departments. 
Enthusiastic, informed _ sales- 
people will contribute greatly to 
your “sale” atmosphere and build 
extra business for you. Let them 
in on the plans, show them the 
ads, the circulars or the mailing 


piece. If your store is large 
enough, organize a sales contest 
among your people based on 


quotas or suggestive selling or 
sales of a certain item. Talk to 
them about salesmanship and the 
technique of trading-up, Prove to 
them that selling is fun. 

It has been said that advertising 
does not sell goods; it buys store 
traffic. Realizing this fact, let’s 
say that you spend a hundred dol- 
lars to advertise a special] sale of 





electrical appliances. Out of all th 
people who see or hear your ad 
suppose fifty are  intereste 
enough in what you have to of- 
fer that they come into your stor 
to see for themselves. If you con- 
sider this fifty prospects to be < 
reasonable response, then your ad- 
vertising has done its job; it ha 
delivered the store traffic to you 
Now the appliances must be sold 

You can see, also, that each of 
these fifty prospects cost you two 
dollars! You have an investment 
in each one of them that comes 
into your store and it is up to you 
and your sales force to make it a 
profitable investment. Selling is 
the answer. 

Don’t fail to realize the impor- 
tant part that your salespeople 
play. They must understand your 
plan and be enthusiastic about 
their job of selling or your adver- 
tising dollar will be at least partly 
wasted. 

Perhaps the most common er- 
ror among independent advertis- 
ers and a great enemy of success- 
ful advertising is poor selection of 
merchandise. To be specific: ad- 
vertise only your best sellers. 
Clearance-type ads at the end of 
a season or special “bargain days” 
have a definite value. But except 
for these, play the winners—don’t 
waste your money on the “dogs” 
in your stock! This is just common 
sense. 

When merchandise has been in 
your store, displayed so that cus- 
tomers can see it, feel it, talk to 
you about it and still has not sold; 





look out! It won’t sell in an ad 
either. Don’t expect your adver- 
tising to work merchandising mir- 
acles or to substitute for salesman- 
ship. If you cannot sell an article 
through personal contact then a 
few words on the radio or in the 
cold, black-and-white of a printed 
page will not sell it. 

Give your customers what they 
want, not what you want to get 
rid of. 

When you are stuck with slow- 
movers and hard stock, get rid of 

(Continued on page 60) 
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Selling Appliances in a 
Demonstration 
Cottage 


Separate and apart from the 
this cottage 


hardware store, 


offers unlimited 
ties to 
many electrical 


J. AND D. E, GOSNELL, who 
T. own and operate two hard- 
ware stores in Houston, Texas— 
both named Southland Hardware 
—have solved the appliance sell- 
ing problem with one gesture, a 
“Demonstration Cottage.” 

“We employ no appliance sales- 
men as such,” said T. J., “our 
regular hardware clerks have been 
trained to double on appliance 
selling. And this is working out 
beyond our fondest expectations 
Today’s mark-up on electrical ap- 
pliances does not justify a separate 
sales force devoting its entire ef- 
forts to this branch of the busi- 
ness. 

“You cannot maintain a sales 
crew,” he continued, “unless it 

sales to earn its 
salespeople on a 


makes sufficient 
Putting 


keep 


sell and demonstrate 









opportuni- 


appliances 


drawing account large enough to 
meet current living expenses is 
not only a gamble—it may turn 
out to be an expensive luxury, a 
burden the hardware departments 
must absorb.” 

Regardless of the present situa- 
tion, both the Gosnell brothers be- 
lieve electrical appliances are a 
necessity to the modern hardware 
dealer, and they have worked out 
a scheme whereby they can 
handle appliances, and at a profit. 

Both stores enjoy a steady flow 
of traffic. People who have reason 
to frequent a hardware store are 


likely appliance prospects, they 
reasoned, and, as the prospects 
were coming to them for their 


hardware needs, why entertain 
the thought of having a sales crew 
go to them? 
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“But,” 


says D. E., 
can’t talk appliances to a customer 


“you just 
every time he enters the store 
And merely displaying the ap- 
pliances certainly is not the dy- 
namic approach. With few ex- 
ceptions, electrical appliances sit- 
ting around have the aspect that 
they are being warehoused, rather 
than effectively displayed.” 

Said T. J. Gosnell, “Electrical 
appliances are displayed at their 


best when hooked-up and ready 
for use. But we lacked space in 
our stores to set up a model 


kitchen. That was our chief dis- 
advantage. But it did not lessen 
the fact that appliances should be 
displayed in this manner.”’ 

The Gosnell brothers erected a 
demonstration cottage, separate 
and apart from their hardware 
store, where they can display their 
appliances effectively and demon- 
strate them at the same time, The 
cottage is located on a back lot 
close to their store. Here appli- 
ances are hooked up and placed in 
operation as they would be in the 
customer’s home. A maid is em- 
ployed to keep the cottage clean 
and orderly, and this is an im- 
portant factor. A messy, dusty 
looking cottage isn’t synonymous 


(Continued on page 62) 


Above, appliances inside the 
cottage’s model kitchen are 
hooked up for quick demon- 
stration. Left, a swing on the 
porch of the cottage helps 
pacify inquisitive children 
while parents inspect displays 















S. H. Reader Survey Reveals 
RETAIL CREDIT INCREASING 


ness in the postwar operations 
of a large majority of southern 
hardware retailers emerges as the 
most significant fact in a survey 


"o IMPORTANCE of credit busi- 


conducted recently by SOUTHERN 
HARDWARE among 1,000 retail 
dealers in the 16 southern and 


southwestern states. 

Of the dealers participating in 
the survey, 97 percent indicated 
in their replies that they extend 
credit to customers through open 
accounts or installment arrange- 
ments. Results of the survey fur- 
ther disclosed that credit business 
in 1949 averaged approximately 
41 percent of the retailer's total 
volume. While this figure indi- 
cates a slight upward trend—the 
1948 figure being 37 percent—the 
proportion of the business done on 
credit still is less than the average 
46 percent of total volume reported 
for the immediate prewar years. 

In view of the return to a more 
competitive economy, the editors of 
SOUTHERN HARDWARE believed that 
a survey showing the volume of 
credit business being handled, 
credit plans in use, methods of 
collection, etc., would be of much 
interest to readers. Such interest 
was strongly indicated by the 
large number of questionnaires 
which dealers filled out and 
turned, 

While a more competi- 
tive economy accounts in 


re- 


And in line with this, a majority, 
53 ~—spercent, that no 
changes have that 
would tighten credit policies. How- 
ever, there were dissenting voices 
here. Despite the fact that a ma- 
jority of dealers find that losses 
from credit extension constitute no 
great problem, 47 percent ex- 
pressed concern over the rise in 
credit business and indicated that 
credit policies have been tightened 
since prewar years. 

These facts give the 
highlights of the survey, Detailed 
summaries of the replies to each 
follow 
No. 1 asked, Do 


to retail customers: 


reported 


been made 


several 


question 

Question 
extend credit 
97 percent of the reporting dealers 
indicated that they offer some 
form of extended payment. The 
overwhelming majority here, plus 
the fact that extension of credit 
is responsible for 41 percent of 
total volume, is impressive proof 
of the importance of credit ex- 
tension in a highly competitive 
market. 

The second part of this question 
What are the terms on open 


you 
> 


was: 
accounts? Replies here indicated 
a wide variety of plans in use. 


However, the most popular plan 

used by 55 percent of the reporting 
dealers—called for payment of the 
net amount within 30 days. 9 per- 


cent of the reporting dealers - 
quire payment of the net amo 
on the 10th of the month follow 
date of purchase. 6 percent allow 
a somewhat longer term, requir! 
payment of the net amount within 
90 days, while 5 percent require 
payment within 30 days, but allow 
a 2 percent discount if net amount 
is paid within 10 days. 

Oddly, 12 percent indicated in 


their replies that they have no 
specific terms on open accounts 
This may be taken to mean any 


one of several things—that credit 


business is not sufficiently large 


in some of these stores to warrant 
the formulation of a definite sys- 
tem, that terms for credit custom- 
ers are arranged to suit individual 
circumstances, or that payments on 
open accounts are satisfactory, at 


least to the extent that these deal- 


4 


ers have not found it necessary to 
set up definite regulations 
This would seem to be _ borne 


out in the replies to Question No. 2 
which asked, Is interest charged on 
open accounts after date due? 

A large majority—74 percent 
reported that no interest is being 
charged. From this it can be de- 
termined that, despite the rise 1 
the number of asking 
for credit, the problem of delin- 
quent accounts is not great. Since 
this large majority have not found 

it necessary to install a 
system of penalties, it can 


customers 





part for the rise in the 
volume of credit business, 
the survey, further threw 


light on the relatively 
healthy state of business 
in the South. Approxi- 


mately 70 percent of the 
reporting dealers indicated 
that their credit losses in 
1949 amounted to less than 
one percent of total sales. 
From this, it can be 
sumed that in a majority 
of cases the extension of 


as- 


In view of the return to a more 
competitive economy, what is the 
trend in the proportion of basi- 
ness being done on credit? What 
kind of credit plans are in use? 
Are collections of accounts re- 
ceivable satisfactory? A survey 
of 1,000 southern hardware re- 
tailers showed a slight increase 
in retail credit. In a large ma- 
jority of cases, credit losses are 


be assumed that payments 
on open accounts are being 
made _ satisfactorily In 
turn, this reflects the fact 
that a majority of dealers 
are extending credit on a 
sound and practical basis, 
following adequate credit 
investigation 

Question No. 3 was: Do 
you sell on the installment 
plan? Please describe plan 
used. 


Approximately 67 pe 


credit is being handled on a cent reported the operation 
a business-like and profit- negligible, but many dealers in- of some form of install- 
able basis, and that the dicate that credit terms have ment arrangement. Here 


extension of credit can be 
an important means of 





been 


or should = be 


tightened 


the replies covered such 
wide plans that 
no one could be considered 


range ofl 








stimulating sales. 
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preiominant. Comprising the larg- 
est group, 24 percent of the dealers 
ha\ing installment plans encour- 
age their customers to finance their 
puichases through banks. The re- 
maining plans in use are so varied 
that no one arrangement is used 
by more than 7 percent of the 
dealers. 7 percent reported the use 
of simply a monthly payment plan. 
Another 7 percent require a 10 
percent down payment and allow 
one year for the payment of the 
outstanding balance, while still an- 


other 7 percent obtain installment 
credit for their customers from 
financing agencies other’ than 


banks. 

Plans in operation 
down payments ranged from 10 
percent down with one year to 
pay to 33 percent down with lé 
months to pay the balance. 

Generally, 38 percent require a 
definite down payment of 10 
percent or more 


requiring 


the average pay- 
ment required being 24 percent 
However, this average figure is 
somewhat misieading, 
dealers requiring down payments 
fall into two main groups. 32 per- 
cent require a down payment of 
10 percent, while 40 percent re- 
quire a down payment of one- 
third. Thus, the average down 
payment of 24 percent, while fall- 
ing at a mid-point between the 
rates of payment required by these 
two groups, is not a representative 


since the 


igure 
Carrying Charges 


Replies to this question further 
disclosed that 17 percent of those 
dealers offering installment plans 
charge interest for this service in 
the form of carrying charges rang- 
ing from 6 to 10 percent 

The length of time allowed for 
payment of balances is as varied 
as the number of plans in use. 
However, 28 percent reported that 
installment credit is extended for 
12 months or longer, an extreme 
of 24 months being reported by a 
few dealers. 9 percent require pay- 
ment of the balance within 12 
months, while the remaining deal- 
ers failed to mention specifically 
the amount of time allowed for 
payment of balances. 

From replies to question No. 5 
it is possible to determine the up- 
ward trend in the volume of credit 
business. This question asked, 
About what percentage of your 
volume was represented by credit 
Sales in 1949, 1948, and in prewar 


years? 





terms on open accounte? 


plan used. 


on 


19497 1948? 


tive? 





There was a variance in the 
number of replies for 
these periods, since many dealers 
taking part in the survey were 
not in business prior to the war 
However, there were sufficient 
replies for each year to establish 
u figure representative of the 
average volume of credit business 
handled during the particular 
period. 

For the prewar years, the vol- 
ume of credit business reported by 
individual ranged from 
less than one percent to the 95 
mentioned by one. The 
these years was 46 


each of 


dealers 


percent 
average fo 
percent, 

As might be expected, the vol- 
ume of credit business was less 
during 1948, a period of peak pro- 
duction, high wages and an easy 
money supply. Credit sales 
dropped off, the average for all 
dealers being about 37 percent of 
total volume. 

The down-turn in business ac- 
tivity during 1949 apparently was 
marked by an accompanying rise 
in the amount of credit business 
For 1949, dealers reported credit 
sales ranging from less than one 
percent to the “75 to 80 percent” 
of total annual volume indicated 
by about 4 percent. Against the 
37 percent average for 1948, the 
amount of credit volume climbed 
to an average 41 percent in 1949 

In the matter of collections, the 
survey showed that no one plan is 
favored by a majority of dealers 
Question No. 6 asked: What collec- 
tion methods are used; and what 
method is found most effective? 

In their replies a majority of 
dealers did stress the importance 
of personal contact with customers 
in the successful collection § of 
payments. The largest number, 30 


percent, reported that a combina- 
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1. Do you extend credit to retail customers? 


2. Ie interest charged on open accounts after due date? 


3. Do you sell on the installment plan? _ 


If so, what are the 





If eo, please describe the 


4. If any other credit plan ie used, please describe. 


About what percentage of your volume was represented by credit sales in 


In prewar years? 





6. What collection methods are used - and what method is found most effec- 


7. gbout what were your 1949 credit losees (% of total sales)? 


8. In general, what changes have been made in your credit policies and 
terme since prewar years? (Also, 


changes, if any, in last year or two) 





tion of letters and personal contact 
was the most effective method of 
collection. 22 percent indicated 
simply that personal contact is the 
most effective plan, while 20 per- 
cent find letters to be most pro- 
ductive. Letters and _ telephone 
calls are favored by 10 percent 
and a like number resort to a 
combination of letters, telephone 
calls and personal contact. 8 per- 
cent list the use of collection agen- 
cies as the most effective method 
of collecting payments, 


Low Credit Losses 


While a number of dealers ex- 
pressed an interest in learning of 
better methods of collecting past- 
due accounts, the results of Ques- 
tion No. 7 indicate that a majority 
of the reporting dealers do not 
find collections to be an insur- 
mountable problem 

The question was, About what 
were your 1949 credit losses (% 
of total sales)? 

Replies to this question were 
scattered, answers ranging from 
no losses (8 percent) to one dealer 
who reported credit losses of from 
“11 to 12 percent.” However, a 
substantial majority—70 percent— 
indicated that credit 
amounted to less than 1 percent of 
total volume in 1949. While the 
survey disclosed a few scattered 
losses of more than 5 percent, 
these can hardly be pointed to as 
examples of the inadvisability of 
retail credit. Instead, they more 
probably reflect insufficient credit 
investigation or unsound collection 

Of the reporting dealers, the 
two largest groups com- 
prised of 25 percent, whose losses 


losses 


were 
were about one-half of one per- 
cent, and a group of 21 percent, 


(Continued on page 62) 


4| 








left, 


Doug Hollberg, 
lated by Howard Collier, president 
of the Griffin Chamber of Commerce 


FARMERS’ exchange _ pro- 
gram, broadcast every Sat- 


urday morning’ over _ station 
WKEU in Griffin, Ga., is the 
latest promotional venture for 
Douglas Hollberg—the progres- 


sive hardware man who, two years 
ago, opened what was believed to 
be the nation’s first drive-in hard- 
ware store. 


Doug Hollberg, who with his 


father, C, H. Hollberg, Sr., owns 
and operates the Hollberg hard- 


This section of the drive-in 
store is well-stocked for farm- 
ers who will be attracted to 
the store by the weekly broad- 
casts. Bathroom fixtures, at 
left, are a popular item with 
the rural trade. At right, sta- 
tion announcer Bill Stamps, 
left, looks on as civic and agri- 
cultural leaders speak on first 
broadcast and give their full 
endorsement to the new pro- 
gram 










is congratu- 


ware store, the Douglas hardware 
store and the Douglas Hardware 
Drive-In, in Griffin, conceived the 
idea of a Farmers’ Exchange pro- 
gram as to the answer to what 
was needed to bring more farm 
trade into Griffin. While his hard- 
ware stores, with their broad lines 
of farm merchandise, would bene- 
fit by the valuable publicity, Holl- 
berg’s first thought was of some 
promotional device, the results of 
which would benefit farm families 























Farmers’ Exchange 


Aimed at bringing in the rural trade, 
this stere’s weekly broadeast affords 
farmers an opportunity 
their farm products for sale or barter 





to advertise 


as well as all merchants in this 
Georgia city. 

The idea of a farmers’ exchange 
broadcast conducted from the 
floor of the drive-in store received 
the immediate and enthusiastic re- 
sponse of Griffin’s civic leaders, 
its press and its farm leaders. 

Prior to the first program, ads 
in the daily paper announced the 
program’s intent. In addition, let- 
ters were sent out to civic and 
agricultural leaders requesting 
their presence at the first pro- 
gram, 

The initial broadcast on Satur- 
day morning, March 11, was con- 
ducted in a casual and informal 
manner by station announcers 
Bill Stamps and Bill Harris, who 
invited farmers to participate in 
each Saturday's program by com- 
ing in to the drive-in to list, or 
by ’phoning in a list of, those 
items such as produce, poultry 
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Program 


and eggs which they wished to 
sell or exchange. These items are 
listed on a blackboard and then 
broadcast—at no cost to the farm- 
er—to prospective buyers or 
“swappers.” 

Listeners or members of the 
audience then may contact the 
sponsors concerning items they 
wish to buy. 

The first program extended for 
a full hour (succeeding programs 
will be on the air from 11:30 to 
12:00 a.m.) and featured brief 
talks by civic and agricultural 
leaders who gave their full en- 
dorsement to the program as one 
which would help the city of Grif- 
fin as well as individual farm 
families. 

These speakers included Quim- 
by Melton, publisher of the Grif- 
fin Daily News, which will de- 
vote one full page a week to the 
program and to general farm 
news; Howard Collier, president 
of the Chamber of Commerce; S. 
V. Stacy who represented the 
Georgia Experiment Station; Miss 
Martha Reid, the county’s Wom- 
en’s Home Demonstration Agent, 
and several other agricultural 
leaders. 

Actually, the program is a 
natural outgrowth of the emphasis 
which Doug Hollberg has been 
placing on farm merchandise. The 





Small power units are on display in this section of the drive-in. In 
foreground is Clomer Rawls who heads this division of the business 


store from which the 
program is broadcast contains a 
tremendous inventory of mer- 


chandise for use in farming oper- 


Drive-In 


ations and in the farm home. 
Aside from merchandise used 
strictly in connection with farm 


operations, there are items on dis- 
play which reflect the home re- 
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modernization programs which 
farmers are engaged in as a re- 
sult of being connected to power 
lines. 

In the Griffin trade area are 
about 30,000 people, according to 
Lloyd Sealy, manager of the 
Douglas store. Many of these peo- 

(Continued on page 57) 





In conjunction with his first 
farmers’ exchange broadcast 
Hollberg arranged to have on 
hand the mobile laboratory of 
a leading manufacturer of tele- 
vision sets. This attracted a 
sizable crowd, many of whom 
visited the Douglas  store’s 
television center and watched 
the demonstration being con- 
ducted on the street below 
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Wholesaler Continues 


Retail 


OR THE second time in two suc- 
combos years, the Corpus Chris- 
ti Hardware Company, Corpus 
Christi, Texas, on March 20-21 en- 
tertained a large number of retail- 
ers and their personnel in 
connection with what may become 
an annual spring event—the 
wholesaler’s College of Hardware 
Knowledge, as it was designated 
on its introduction in 1949. 

On this occasion retailers from 
all over the territory are invited 
to bring their sales personnel to 
Corpus Christi for 2 days of inten- 
sive indoctrination by factory rep- 
resentatives, This year more than 


sales 


100 retailers and their sales per- 
sonnel attended. 
The school was conceived and 


This group learns how to sell more lawn mowers from 
this representative who points out product features 


44 


Sales School 


has been conducted by Joe Wood, 
manager of the hardware division 
of the company, and it is projected 
on the theory that retail staffs sell 
more of the merchandise about 
which they know most 

Last 
manufacturers was invited to send 
representatives and conduct clinics 
on their products, and this year a 
different group of manufacturers, 
eight in all, held continuous sales 
conferences to accommodate small 
groups of retailers and 
sonnel who moved from one meet- 


year a selected group ol 


sales per- 
ing room to another. 
To synchronize this 
quires much preparation, including 
arrangements well in advance with 


school re- 


manufacturers and their represent- 


In sales conference on farm tools, 
product knowledge and important selling information 





Left, in one sales conference 
retail sales personnel gather to 
hear a manufacturers’ repre- 
sentative point out techniques to 
use in selling fishing tackle. 
Below: sales points of stoves 
and lamps are explained to an- 
other group 


atives and a series of post cards t 
all dealers in the territory, 
At the conclusion of the 
session, Wood commented 
“Everyone we have talked with ir 
sisted that he had gained a great 
amount of know-how in selling the 
products represented and that hi 
would be in a much bette: 
tion to sell the merchandise.” 
Oscar J Koepke, 
treasurer of the company, also ex- 
pressed enthusiasm for the succe 


2-day 


Joe 


posi 


secretary 


of the school, adding that his con 
pany plans to conduct a similal 


event again in 1951 





retailers receive 
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“Officials of the Southern Wholesale Hardware Association 


CINCINNATI CONVENTION 


ELEGATES to annual joint 
| eee th of the Southern 
Wholesale Hardware Association 
and the American Hardware Man- 
ufacturers Association, held April 
2-7 in Cincinnati, Ohio, heard re- 
newed warnings against socialistic 
trends in the national government 
the accompanying threats to 
private enterprise (Attendance 
high record, with actual 


the 


and 


set a new 
registrations slightly in 
the 1949 convention.) 
In his president's address 
SWHA, W. H 
satisfaction in the fact that further 
legislation unfavorable to business 
apparently has been stopped. But 
he deplored the fact that “even 
though the national income is 300 
to 400 percent higher than in any 
pre-war year, we find our senators 


excess of 


to the 


Terstegge expressed 


Left to right, seated: T. W. McAllis 


ter, managing director; C. E. Nash, 
first vice president; F. C. Barksdale, 
president; R. M. Miller, second vice 
president; H. B. Horsey, treasuret 
Standing: W. A. Parker and H. J 
Allison, advisory board; W. H. Ter 
Stlegee, retiring president who be 
omes a member of the executive 
ominittee and the advisory board; 
R. H Baker, advisory board; H. L 
DeLoach, executive committee: A, C 


Rar Kiln 


Dourd 


and R. R. Witt, advisory 
Missing are executive commit- 


teemen Ralph Speer, Jr.. Edwin F 
Flato, J. W. Hasson and C. E. Hamil 
tor and advisory board members 
Mark Lyons, W. W. French and Ed 
n d Orgill. 
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Attendance sets a new high record 


as manufacturers and wholesalers 


hear discussions of 


current § busi- 


ness problems and economic trends 


and voting to 
spend more money than the Fed 
takes in. It should 
now be apparent to the youth 
working 
that the Federal Government can- 
hot without 


representatives 


eral Treasury 
and 
classes of 


our country 


overspend CAaUSINg 


serious inflation.” 


Speakers Sound Warnings 


Two othe 
speakers developed 
themes. Speaking before the Tues- 
day morning joint 
wholesalers and manufacturers, 
Dr. Edwin G. Nourse, Chairman 
of the President's Council of 
nomic Advisers until his 
tion in October, 1949, stated in his 


principal convention 


also similar 


session ol 


Eco- 


resigna- 


talk on “Promise and Threat in 
American Business” that we have 
not yet demonstrated our ability 


to live with the huge public debt 
He predicted serious consequences 
if the public continues its 
placent attitude towards the Ad- 
ministration’s program of deficit 
financing. He attention to 
the uncertainty reflected by busi- 


com- 


called 


, 1950 


ness and consumer spending, stat- 
ing that a “flight from the dollar’ 
on the part of the consume! and 
over-cautiousne by businessmen 
could lead to a crash 


It is the duty of the Adminis 


tration, he said, not to quote the 
promise of our economy, but to 
find a logical means of realizing 


our possible accomplishments 
The Great Brit 
ain under a socialistic regime were 
described by Cecil Palmer, author 
publisher and lecturer, of London 
in his talk on “What Now Brit- 
ain?” before the Wedne sday morn- 


experiences ol 


ing joint session of the two assocl- 


ations. Under a so-called planned 
economy, he said, England is fai 
worse off than during the war 
Business is shackled by rules and 
regulations; from 42 to 45 per- 


cent of the total national income 
is represented by taxes on iIn- 
comes and profits and as a 


“measure of our degradation” only 


250 people have net incomes of as 


much as $15,000 after taxes. Free- 
dom and socialism are incom- 
patible he said and the recent 
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general election proved 
that the English people 
after “great pain and dis- 
illusionment” have discov- 
ered that something for 
nothing doesn’t add up. 

Meanwhile, in separate 
business sessions, wholesal- 
ers heard speakers take 
stock of the current buy- 
ers’ market and emphasize 
vigorously the need for 
more selling effort and 
sales promotional activities. 

The meeting of the 
Southern Association's 
Sporting Goods Division 
on Monday morning and 
afternoon again reflected 
the keen interest of south- 
ern wholesalers in these 
lines. The audience filled 
the meeting hall and over- 
flowed into adjacent cor- 
ridors. 

Speakers during the morning 
session discussed new products 
and sales promotion through the 
wholesaler in relation to fishing 
tackle, guns and ammunition and 
athletic equipment. The session 
ended with panel discussions on 
the operation of sporting goods 
buses and trailers and wholesalers’ 
sporting goods shows. 

In the afternoon session, dele- 
gates viewed two sporting goods 
films and discussed a number of 
current problems brought out in 
an open forum discussion. 

The Tuesday morning whole- 
salers’ session featured a discus- 
sion of the new Wage and Hour 
Law, experiences under the law, 
operating on a 40-hour week, and 
truck deliveries; while the sepa- 
rate business session on Wednes- 
day morning was devoted to 
several phases of selling, including 
talks on coordinating the work of 
specialty and regular salesmen, 
incentive plans, traveling display 
rooms, and sales analyses. 

In its annual meeting on Thurs- 
day morning, the Southern As- 
sociation heard the address of 
President W. H. Terstegge and 
brief reports from H. B. Horsey, 
treasurer, and T. W. McAllister, 
managing director, of the associa- 
tion. 

The association unanimously 
adopted the recommendation of 
the nominating committee and 
named the following officers: 
president, Fred C. Barksdale, 
Brown-Roberts Hardware & Sup- 
ply Co., Alexandria, La.; first vice 
president, Charles E. Nash, Nash 
Hardware Co., Fort Worth, Texas, 
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Fred C. Barksdale 
New president of the Southern Association 


and second vice president, R. M. 
Miller, Railey-Milam, Inc., Miami, 
Fla. New members of the execu- 
tive committee are: H. L. De- 
Loach, Henderson & Baird Hard- 
ware Co., Greenwood, Miss., and 
C. E. Hamilton, Odell Hardware 
Co., Greensboro, N. C. The retir- 
ing president, W. H. Terstegge, 
becomes a member of the execu- 


tive committee and the advisory: 


board, Re-elected to the executive 
committee were Ralph Speer, Jr., 
Speer Hardware Co., Fort Smith, 
Ark.; Edwin F. Flato, Corpus 
Christi Hardware Co., Corpus 
Christi, Texas, and J. W. Hasson, 
House - Hasson Hardware _ Co., 
Knoxville, Tenn. 
Excerpts from the Address 
of Dr. Edwin G. Nourse . . 


N HIS discussion of the “Promise 
| pe Threat in American Busi- 
ness,”” Dr. Nourse described the 
great future which is possible for 
American business, pointing to 
such assets as an unmatched labor 


force, magnificent natural re- 
sources and engineering know- 
how. 

“But don’t let us featherbed 


ourselves on that promise,” he 
warned. “At the beginning of the 
year, people tried to size up the 
probable state of business for the 
year, and there was unanimous 
belief that the year would be a 
good one. 

“There IS a substantial business 
and economic momentum,” he 
said. “The first quarter was good, 
and the second quarter essentially 
is in the bag. But don’t let these 


good times be taken as a 
solution to our problems, 
because we haven't solved 
them. We still have basic 


economic adjustments to 
be made. 

“We did not solve the 
depression problem in the 
30's. We were still floun- 
dering when war came 
along and gave us artificial 
conditions which carried 


us through, but which left 
us with a huge national 
debt of 258 billion dol- 
lars. 

“We haven't demonstrat- 
ed our ability to live with 
that debt or the problems 
which it brings up,” he 
continued. 

“But I don’t think that 
we can long postpone the 
solving of these problems 
So we cannot rest on the 
promise of our economy.” 

Dr. Nourse called attention to 
numerous economic reports issued 
by the administration which “un- 
duly emphasized this promise.” 
He quoted Walter Lippman’s col- 
umn on the president’s state of 
the union message. This columnist 
deplored the failure of the mes- 
sage to meet problems and to dis- 
cuss only the conditions which 
would exist if the problems were 
already solved. 

The technique of the adminis- 
tration, Dr. Nourse said, is “to say 
that we could have these fabulous 
things and then explain how it 
could be done if only business 
would cooperate.” 

The position taken by the gov- 
ernment, he explained, is that the 
country must have additional em- 
ployment and capital formation. 
If business won’t provide these 
things,-then the government must 

Another tendency of the admin- 
istration, the speaker continued, 
is to paint a rosy picture of Amer- 
ican life and to call for business 
to provide it. If this isn’t done, 
blame is placed on business—no 
mention being made of the fact 
that governmental policies might 
be wrong. 

The real threat to American 
business, he said, is in the constant 
inflationary pressure present in 
the economy. To date we have not 
faced this problem, being content 
merely to ride the wave. 

“But some action must be taken 
because with the present debt, we 
are not going back to pre-war 
prices. The problem is to work out 
a cost-wage-price relationship 
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Dr, E. G. Nourse 


which will enable us to manage 
the national debt. 

“In the recession last spring we 
really began to meet the problem, 
but with the up-turn of business 
in the fall we took the easy way 
out, and inflationary progress has 
been resumed. 

“The inflationary process which 
constitutes this threat is in two 
phases; a private or market phase 
and a public phase, 

“In the market phase we see in- 
flation in increased wages and 
prices. But prices can’t be pushed 
beyond a certain point without 
meeting a resistance point. This 
was seen clearly in the recession 
last spring. 

“With the level of agricultural 
prices on the way down, we will 
have a show-down on this prob- 
lem, probably before the end of 
1950. We must be prepared to 
meet a changed set of circum- 
stances on the market side.” 

In the public phase of inflation, 
“we agree that the budget can’t 
be balanced every year, but there 
is a tendency to dodge responsi- 
bility, and there has come to be a 
complacency towards the govern- 
ment’s program of deficit financ- 
ing. 

“Since 1949 we have done noth- 
ing to show we can live with this 
debt. Yet, congress has passed a 
program which continues _ this 
deficit financing.” 

Forces are at work which will 
force us to face this issue, he said. 
Consumer and business spending 
might reflect uncertainty during 
1950. “We are in a delicate situa- 
tion regarding business spending 
for remodernization and expan- 
sion. Where there is uncertainty 
there is caution. In addition, there 
is a flight from the dollar. People 
ire losing faith in the dollar be- 
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cause of its declining value and 
are investing their funds in real 
estate, etc. 

“Over-cautiousness by business 
and a flight from the dollar can 
bring on a crash. These threats 
are bringing on a show-down!” 


Excerpts from the Address 
of Cecil Palmer .... - 


HAVE been asked to 
] special point to you of the im- 
plications of the general election 
which took place a few weeks ago. 
We sold ourselves down the rive! 
in 1945, because we threw over- 
board the principles of statesman- 
ship in favor of the promises of 
the politician. We thought that you 
could have the welfare state with- 
out paying for it. 

But, after five years of Social- 
ism in practice, the people in my 
country are discovering very pain- 
fully, after robbing Peter to pay 
Paul, that Peter is dead, 

We not only have mislaid the 
golden egg—but we've killed the 
goose. Our Chancellor of the Ex- 
chequer, Sir Stafford Cripps, was 
able to boast in public and on the 
floor of the House of Commons 
that there are only 250 people in 
Great Britain whose net incomes 
after income taxes equalled 
$15,000. 

That is a measure of our degra- 
dation. That is the measure of the 
destruction and the disruption of 
the creative commercial and in- 
dustrial life of the country and 
what is called a planned economy 
which, in actual practice, is neith- 
er a plan nor economical. 

Between 42 and 45 percent of 
the total national income of Great 
Britain is represented by direct 
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Cecil Palmer 


income and profits tax alone. And 
in addition we have a purchase 
tax that begins at 16-2/3 and ends 
at 25 percent 


The first thing that emerges 
(from the election) is this: that 
politically speaking—Communism 


in Great Britain is dead. Ninety- 
seven of the 100 communist candi- 
dates lost their deposits. (Candi- 
dates for office are required to 
make a deposit which is forfeited 
if they fail to poll % of the con- 
stituency.) All 100 were defeated 


There are two other things 
which I think you should know 
about the general election which 


have been rather soft-pedaled in 
the press and on the radio. The 
first is that because of the small 
majority of the Socialist Party, it 
will have to move very cautiously. 
And for the first time since they 
have been in power, the socialistic 
government will have to produce 
soon a realistic budget 

The second result of the election 


is that it will force the present 
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Rol. B. Plumb, president, speaks at the semi-annual dinner meeting of 
the Central States Hardware Club. The large number in attendance 
later were entertained by an elaborate floor show 
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regime to tell the people the 
truth about devaluation. It has 
been carefully concealed. But in a 
month or two, that thirty percent 
either way—whether you look at 
it from the import or export point 
of view—is going to have a most 
devastating effect on the cost-of- 
living index figure in Britain. And 
our people are going to discover, 
after great disillusionment and 
pain, that something for nothine 
does not add up. 

Do you realize the real condi- 
tions of Britain under socialism? 
Despite the fact that the Socialists 
said in *45 that they would pro- 
vide us with plenty of food at a 
reasonable price, we’re worse off 
strictly speaking, 
(during the war). 

Five years after the war we've 
twenty thousand rules and 
lations, one of 


than we were 


regu- 
which _ in- 
fringes upon the social and econom 
ic life of the people We have ove: 
ten thousand controls hampering 
and frustrating every phase ot 
commercial and industrial activity. 
so much so that it is strictly true 
to say that no business man in mv 
country can do anything at any 
time anywhere without govern- 
mental permission and authority 

We are the heaviest taxed na- 
tion in the world. That is one 
thing we have gotten from Social- 
ism. We have had all our charac- 
ter and characteristics diluted: in- 
centive and the spirit of adven- 
ture have all evaporated, 
everybody is trying his best to 
Zive as little as possible for as 
much as possible. No one escapes 
the net of Socialism. 

If Socialism will work at all, 
which hasn't been proved, it will 


every 


and 


work only under compulsion. Lib- 
erty and Socialism are _ incom- 
patibles. And I say in parentheses, 
too, that it is significant that 
wherever it has tried, pro- 
vided it has had long enough in- 
nings, people have always rejected 
it. 

I have 
that 
fare 


been 


times 
the wel- 
farewell state. 
They offer us all freedoms except 
freedom from the state itself. 
The technique of Socialism in 
practice is nationalization. Twenty 
percent of our industry already is 
nationalized, and it has cost us 50 
million pounds to make good the 
losses on nationalization alone. 
Now there is one aspect of 
nationalization that I know will 
directly interest you. In every act 
of Parliament dealing with the 


said a thousand 
the ultimate end of 
state is the 


48 


nationalization of an_ industry, 
there is a clause that is common to 


all of them, and that clause reads 


that the purchase price of a na- 
tionalized industry is the current 
stock exchange quotation 

Now let me show 
nificance of that, and I think that 
will open your eyes to all the 
Socialistic implications of nation- 
ization. When the industry is be- 
various ways, 


you the sig- 


ing threatened in 


and when the idea has been put 
over the radio and through the 
press that this industry must be 


nationalized, one thing inevitably 
happens. There is a great uncer- 
tainty in the industry itself; it 
comes virtually to a standstill, and 
the stock exchange registers the 
fact. And I have seen an industry 
which, pre-nationalization, 
at 90, fall to 80 and 70 and 60 and 
Then the Bank of 
which is nationalized, 
government that the 
reached rock bottom, 


stood 
even lower. 
England, 
advises the 
industry ha 


and it will be unsafe to let if so 


anv further because the botto 
mav fallout. And then on the a 
vice of the Bank of England, tl 
buys the indust 
don’t believe 
buying in the sense which y« 
and I understand the term. Wh 
they give to the stockholders at 
bondholders is this: they gl 
them what is called paper scrij 
and that script bears a fixed 1 
terest of three percent. Fifty pe 
that three percent is de- 
source as unearned i! 


government 
3ut Socialists 


cent ol 
ducted at 
come, So there is one and a ha 
percent fixed, and the script is r 
deemable at par in 20 or 30 or 40 
years as the government may de 
termine. That is nationalizati 
and Socialism in practice 

We are slowly learning the ha 
way. We have a slogan about 
“Empty heads put them in and 
empty bellies will put them out.’ 
We are learning the hard way that 


something for nothing doesn’t add 


up 





Sporting Goods Meetings 


Attract Large Throng 


PECIAL sporting goods sessions, 
G hretc by the southern associa- 
tion on Monday morning and af- 
ternoon, April 3, attracted a large 
attendance and again reflected the 
keen interest of southern whole- 
salers in the operation of and pro- 
motional plans for sporting goods 
Charles E. Nash, 


association’s 


departments. 
chairman of the 
Sporting Goods Division, presided 

Representatives of five leading 
manufacturers discussed new pro- 
ducts and sales promotion through 





Charles E. Nash 


while 
southern 


the wholesalers, speake1 


representing six whole 


sale houses described the opera- 
tion of sporting goods buses am 
trailers and wholesalers’ sportin: 


goods shows 
Fishing Tackle Promotion 


“Sales Promotion 
Through the Wholesaler” as 1t 
concerns fishing tackle, E. L 
Finch, of the Langley Corporation 
first expressed the need for strong 
the wholesaler. He 


Speaking on 


promotion by 
pointed out that the manufacture 
is dependent upon the whole 
saler’s salesmen to make such pro 
motion effective. Wholesalers, he 
said, already have the organiza 
tions to do this, He defined pro 
motion as imagination plus hard 
work, and recommended _ that 
wholesalers set up a promotiona 
department 

It is the duty of the wholesal 
salesmen, he continued, to hel; 
retail dealers in their individua 
promotional and advertising cam 
paigns, and to help stay abreast o! 
the outstanding selling features o! 
products. 


He emphasized that it is th: 
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E, L. Finch 


wholesale salesman’s job to stress 
the importance of handling na- 
tionally advertised merchandise 
He warned that selling techniques 
have fallen behind engineering 
know-how and called for im- 
proved basic sales training. Sales- 
men, he said, should have some 
new idea every time they call on 
a dealer. 


Arms and Ammunition 


In discussing “Sales Promotion 
of Firearms and Ammunition 
Through Wholesalers,” J. J. Calla- 
han, manager, Trade Sales Pro- 
motion Division, Remington Arms 
Company, Inc., listed four key 
ideas for helping the retail dealer 
move goods across the counter. In 
discussing the first of these, Better 
Training Leads to Better Sales, the 
speaker stated that the best mer- 
chandising ever devised 
is nothing but a shot in the dark, 
unless the retail salesman is pre- 
pared to tell the prospect some- 
thing about the product which will 
persuade him to buy. 

Wholesale salesmen calling on 
the retail outlets should have a 
clear-cut program to follow, in- 
cluding definite suggestions to of- 
fer as a means of boosting that 
dealer's firearms and ammunition 
business. Wholesale salesmen, he 
said, should be trained in the use 
of all sales aids to be used in help- 
ing dealers such as: product 
manuals, merchandising manuals, 
bulletins, slide films, motion pic- 
catalogs, and the wide 
variety of booklets on the shooting 


program 


tures, 


sports 

The speaker stressed the im- 
portance of Spotlighting Arms and 
Ammunition. The most important 


method of doing this, he said, is 
through well-organized and at- 
tractive displays. However, he 


continued, such displays will not 


bring satisfactory sales if stocks 
are out of balance with the buying 
preferences in the particular com- 
munity. Mr. Callahan warned 
the disinclination of 
specifications 


against busi- 
ness men to 
on anticipated Lack of 
advance specifications to guide the 
manufacturer, he said, cannot help 
but upset the flow of merchandise 
resulting in tock 
and lost business, lost 
lost employment 


place 
business 


out-of-balance 
profits and 


As a third idea, the speake1 
suggested that wholesalers Hel; 


the Dealer Build Store Traffic. In 
this it is advisable that wholesale: 
salesmen be familiar with local 
newspaper advertising and direct 


mail campaigns and be ready to 
help the dealer obtain the mats 
electrotypes and direct-mail ma- 
terials which are available. The 
wholesale salesman should be 
familiar, also, with the many 
types of window displays which 
are influential in building store 


traffic. Practical suggestions fo: 
store promotion, and a list of the 
materials 
turers, should be a 
sales kit of every 
alert to assisting dealers in build- 


supplied by manufac- 
part of the 


salesman who is 


ing store traffic, the speaker said 
The field of possibilities ranges 
all the way from give-aways, such 


as paper targets for rifle shooters 
to providing some type of 


and 


shoot- 
ing range for hunters shoot- 
ers. 

As a fourth idea in helping the 
retailer, Mr. Callahan advised 
wholesalers to: Look for the Plus 
Here he pointed to such 
Lay-Away Club 


Business 
ideas as the 


plans, and Christmas packaging 
In order to know more about th: 
possibilities of firearms and am- 
munition Christmas gifts. he 
stated that a limited survey i: 
under way to determine the fact 





J. J. Callahan 
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R. W. Scallan 


that will guide future efforts. Mr 
Callahan expressed the belief that 
been 


only the urface has 


judging by the succe 
industries have had in 
by adding 


product 


scratched, 
that othe! 
obtaining plus busines 
Christmas appeal to then 


Athletic Goods 


talk on “Sales Promotion 
Goods Through the 
R. W. Scallan, of the 
Maynard 


change 


In hi 
of Athletic 
Wholesale: 
Drape1 
traced the 
occurred in the distribution of 
athletic 
a considerable extent 
position in the 


Corporation 
which have 
which have to 
altered the 
dis- 


good and 
wholesaler's 
tribution of this line. The discount 
5 which and 
are allowed on their pur 
chases of athletic goods made it 
difficult to through the 
wholesaler, the speaker said. How 
tremendous con- 


of 25 percent schools 


colleges 
operate 


ever, there is a 


sumption of athletic equipment in 


other fields. The hardware me! 
chant still can capture his share 
of the athletic goods business 


Scallan 
based on 


which is considerable Mi 
then referred to charts 
Department of 
which showed the tremendous in 
volume on in- 


1931 


Commerce figures 


crease in sales 


dividual item ince 


Such statistics, he continued 
point to the large market which 
exists. a good portion of which 


hardware 
amount 


can be sold by the 
wholesaler if the prope 
of consideration is given to sport- 
ing goods by top management 
Numerous’ southern 
are doing an outstanding job on 


imply be 


wholesalers 
sporting goods, he said 
they have emploved the 
same methods in thei 
goods departments as they have in 
the othe sful divisions of 


their businesses 


cause 
sporting 


succe 
reasonable share of 


lo garner a 


4y 














Ralph Perkins, Jr. 


the sporting goods volume, the 
speaker advised wholesalers to: 
sell nationally advertised lines; 
handle a complete line of athletic 
equipment; handle quality lines; 
handle lines that can be whole- 
saler-controlled; educate salesmen 
to the importance of sporting 
goods from a standpoint of volume 
and income, and set up a special 
sporting goods department, 
manned at least by one thoroughly 
experienced person. 


Glass Fishing Rods 


In his talk on “Glass Fishing 
Rods,” Ralph Perkins, Jr., sales 
manager, Fiberglas Plastics Divi- 
sion, Owens-Corning Fiberglas 
Corporation, explained that this 
new product is an outgrowth of 
war-time development. At the 
present time, he said, every major 
manufacturer of fishing rods is 
either offering the trade or has 
under development a glass-rein- 
forced plastic rod. Three general 
types are now offered representing 
three types of construction: (1) 
unidirectional yarns, (2) solid, and 
(3) wrapped fabric. 

This new combination of ma- 
terials has made rapid advance- 
ment, especially in view of the 
traditional requirements of the 
good fishing rod. Such a rod has 
to be light. High resilience is 
needed, and it must be corrosion- 
resistant in the presence of both 
fresh and salt water, he said. In 
addition, it must have a very high 
yield point and not take a set 
when subjected to excessive loads 
or impacts. 

It becomes evident that the 
properties of fine, continuous fila- 
ments of glass meet all the rigid 
requirements. On a weight basis, 
glass fibers have more than three 
times the tensile strength of other 
commonly-used materials. The 
product has an extremely low 


50 


water absorption in relation to 
other fibrous materials. Further, 
heavy loads can be absorbed with- 
out permanent distortion of the 
product. 

At the time the development 
was first started the first glass 
rods were made of crude, hand 
processes which were adequate at 
the time to prove that the material 
had an outstanding potential in 
the field. 

However, in order to reach the 
average fisherman’s pocketbook, 
the speaker said, high production 
processes eliminating the hand 
operations were necessary. These 
high production processes have 
now become a reality, and it has 
become evident from the substan- 
tial reduction in prices of glass 
rods that such rods are now with- 
in the reach of all fishermen. 


Fluorescent Lures 


Do fish see in colors? If so, in 
what colors? Have they complete 
vision during daylight hours and 
night hours? These questions were 
discussed by Eugene Burns, presi- 
dent of the Firelure Corporation, 
in his talk on “Fluorescent Lures.” 

Mr. Burns traced the develop- 
ment of his product—a lure which 
when activated by ultraviolet rays 


glows with an unusually strong 
intensity—from an early belief 


that under certain conditions fish 
can determine colors. The speaker 
stated that he had noted that 
some animal life on which many 
fish feed gives off ultraviolet 
colors. In addition, he had noted 
that certain popular lures which 
were effective in taking fish gave 
off slight amounts of ultravioiet 
light. Later, when serving as a 
war corresvondent aboard an air- 
craft carrier, he noted that signal 
flags, when examined under ultra- 
violet light, gave off unusual 
color. At another time he noted 
this peculiar characteristic present 
in the cloth of a bathing suit and 
contacted the manufacturer and 
had suitable flies made up from 
this material, called Gantron Fire- 
fibre. 

Subsequent tests by _ selected 
fishermen scattered about in vari- 
ous parts of the world showed 
that the flies, called Firefibre 
Fireflies, were most effective dur- 
ing early morning or evening or 
during periods of heavy overcast. 
It was then concluded that in 
bright sunlight the fish is color 
blind, and objects appear only in 
the form of a silhouette. But when 
the fish peers out of the darkened 





area into a bright area, color 
easily determined. 

The color which fish see, th 
speaker continued, is somewhere 
in the color band between what 
the bee sees—which is wholly in 


the ultraviolet spectrum—and 
what the human sees. 

Ultraviolet, Mr. Burns. ex- 
plained, is a component of day- 
light and is present in the sk) 


from about an hour before sun up 
to about an hour after sundown 
In short, in all hours of the day 
except in pitch blackness. 

Most light waves, including the 
ultraviolet rays, bounce off the 
water’s surface, said the speake: 
but the few rays which do enter- 
perhaps five percent—keep on 
burrowing down to thousands of 
feet. This ultraviolet light acti- 
vates the lures, which in turn give 
off the intense color which fish 
see, the speaker said. 

After the development of the 
Firefibre Fireflies, the next step 
was the development of Fire- 
lacquer—a _ paint activated by 
ultraviolet-—which like the Fire- 
fibre is from 400 to 800 percent 
brighter than ordinary paints. This 
is used to apply to bugs, plugs, 
spoons, spinners, etc. 


Discussions by Wholesalers 


Panel discussions on the “Op- 
eration of Sporting Goods Buses 
and Trailers” and ‘Wholesalers’ 
Sporting Goods Shows” featured 
the Monday afternoon session of 
the sporting goods division. 

Making up the panel on the first 
topic were: C. E. Hamilton, Odell 
Hardware Co., Greensboro, N. C. 
and C. S. Roberts, of Roberts, 
Sanford & Taylor Co., Sherman. 
Texas. 

In the operation of his com- 
pany’s bus, Mr. Hamilton stated, it 
was found necessary to carefully 
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arrenge for a well-balanced stock 
of samples and to place the bus in 
charge of a young man. This em- 
ployee is paid a straight salary 


plus expenses. When the bus 
operates in conjunction § with 
regular line salesmen, he said, 


commissions on sales are split— 
part going to the regular salesman 
and part are applied to the ex- 
penses of the bus. 

In describing the trailer used by 
his company, Mr. Roberts ex- 
plained that the unit, which cost 
about $2,000, has display fixtures 
for all types of sporting goods. 
The trailer, which is in charge of 
a specialty salesman receives a 
commission of four percent on 
sales, but gets no further com- 
mission from later sales. Merchan- 
dise carried by the trailer is 
changed twice a year in con- 
formance with the seasons. Large- 
ly because of the trailer, fishing 
tackle sales have tripled, Mr. 
Roberts said. 

Mr. Nash reported briefly on his 
firm’s use of a small truck which 
has been effective in the promo- 
tion of sporting goods. 

“Wholesalers’ Sporting Goods 
Shows” were discussed by W. A. 
Parker, of Beck & Gregg Hard- 
ware Co., Atlanta, Ga.: John 
Hunter, Orgill Brothers & Co.. 
Memphis, Tenn., and J. M. Young. 
Sullivan Hardware Co., Anderson, 
a < 

Mr. Parker described the show, 
co-sponsored by his firm and 
Walthour & Hood Co., sporting 
goods wholesalers of Atlanta, as 
being highly successful. It was 
decided, he said, to make the show 
a buying show, rather than mere- 
ly a demonstration. It was found 
to be most effective to let the 
dealer visit booths accompanied by 
the salesman who regularly served 
that dealer. In all, he said, the 
show cost about $1,750, while 
orders written amounted to more 
than $100,000. 

In publicizing the show held by 
Orgill Brothers, John Hunter ex- 
plained that promotional pieces 
informing dealers of the manu. 
facturers who would exhibit were 
sent out well in advance of the 
show. Other mailings followed for 
seven weeks, ending with a 
printed program. Mr. Hunter 
praised the cooperation of exhibi- 
tors and cited the general success 
of the show. On the last day of 
the show, he explained that the 
company’s sales force was divided 
Into small groups which visited 
each booth for a brief explanation 


and demonstration of the par- 
ticular product. This was the 
equivalent of six sales meetings be- 
ing conducted simultaneously. 

In describing his company’s 
show, Mr. Young emphasized the 
points brought out by the other 
two speakers and cited the ad- 
vantages of a professional exhibi- 


tion of fly and bait casting as a 
means of providing an extra in- 
terest for the visitors. He de- 
scribed the provisions made for 
having refreshments available. Al- 
so, he advised a late closing date 
for those dealers who, because of 
small sales forces, ‘otherwise 
would not be able to attend. 





Wholesalers’ Separate 


Business 


Wi PRESIDENT W. H. Ter- 
stegge presiding, the first 
regular business session of the 


Southern Association featured dis- 
cussions on subjects of particular 
interest to the wholesale trade at 
this time. 

Discussing “The New Wage and 
Hour Law,” Ed Williams, Wage 
and Hour Consultant of Associated 
Industries of Kentucky, explained 
that the original act, passed in 
1938, had three simple objectives: 
to establish a 40-cent floor under 
wages, to discourage unusually 
long work weeks by requiring a 
premium of time and one-half 
after 40 hours, and to eliminate 
oppressive child labor. 

However, through court de- 
cisions and administrative inter- 
pretations, the speaker said, this 
law has become an instrument for 
regulating almost every phase of 
employer-employee relations 
Twice during the past three years 
Cengress found it necessary to 


Sessions 


Supreme Court to 
from unfore- 


overrule the 
protect employers 
seen liabilities. 

The amendments passed by the 
81st Congress, which went into ef- 
fect on January 25 this year, 
represented the first thorough re- 
vision since enactment in 1938. 
The intent and purpose of these 
amendments was to pin down and 
limit the broad powers of the ad- 
ministrator and to clarify the em- 
ployer’s status \snder the act. 

The new wage and hour law 
covers all employees (not employ- 
ers) who are “engaged in the 
commerce or the production of 
goods for commerce or in closely 
related processes or occupations 
directly essential to the produc- 
tion.” 

There are two important phases 
of this coverage, the speaker con- 
tinued. (1) Employees “engaged in 
commerce.” The act defines “com- 
merce” as meaning “trade, com- 


merce, transportation, transmis- 





With John S. Tomajan, Chief X, presiding, the semi-annual luncheon of 
the X-Club was held April 4. Guest speakers at the luncheon were 
Cecil Palmer and Dr. Edwin G. Nourse, two of the principal convention 
speakers. Edward F. Pritzlaff was elected new Chief X, while George F. 
Harper was re-elected secretary-treasurer in annual meeting of club 
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sion or communication among the 


several states or between any 
state and any place outside. (2) 
“Employees engaged in the pro- 





Ed Williams 


duction of goods for commerce o1 
in closely related processes or oc- 
cupations directly essential to the 
production.” 

The application of the act is de- 
pendent upon the character of the 
rather than 
activities of the em- 


employee's activities, 
upon the 
plover. 

In applying this coverage 
whole hardware business, the 
continued, “Unless youn 
business is confined entirely to the 
and distribution of 
wholly within particular 
state, all of your employees would 
be by the othe: 


to the 
sale 
speake! 
sale goods 
your 
covered one or 
phases of coverage.” 
Mr. Williams declared that the 
amended act establishes a new 
floor of 75 cents an hour and still 
requires time one-half the 
regular rate paid an employee for 
all working time over 40 hours in 


and 


any work week. Under the act, 
the “regular rate” is a rate per 
hour, and payment for overtime 


must be computed on the basis of 
the hourly rate of payment which 
the employee receives from any 
of the various methods of payment 
which might apply to his par- 
ticular job. This regular rate, how 
ever, not include: payment 
in the form of gifts, holiday pay- 
ments, travel expenses or bonuses 
paid in the sole discretion of the 
employer and not “pursuant to 
any prior contract, agreement o1 
promise.” Profit sharing arrange- 
ments, likewise, do not increase 
the regular rate, if the employer 
retains control over the payments 

In discussing exemptions unde1 


does 


the act, Mr. Williams pointed out 
that the wage and hour adminis 
52 


tration has the authority to issue 
regulations which define the re- 
quirements at which these exemp- 
tions will apply. On January 25, 
he continued, the administrator 
issued new regulations for “white 


collar workers,” defining the 
terms Executive, Administrative, 
and Outside Salesman who are 


permitted certain exemptions from 
the wage and overtime provisions 
of the act. An “Explanatory Bul- 
letin” published and 
available at all wage and hour of- 
fices, he contains an 
pational index which lists approx- 
imately 150 classifications which 
are discussed in the _ bulletin 
These classifications, he said, may 
be exempt. 

Generally, the speaker ex- 
plained that an executive em 
ployee to be exempt must be paid 
on a salary basis of not less than 
$55 per week, and his duties must 


recently 


said, occu- 





H. L. DeLoach 


meet certain An 
administrative employee must be 
paid on a salary basis of not less 
than $75 per week, and his duties 
must conform to certain require- 
ments. 

Any 
definition of 
man” is 
minimum 
of the 
spends at least 
time away from 
place of business, he would not 
come under the exemption of 
“Outside Salesman.” 

However, where 
required to spend certain time 
meeting customers and _ selling 
direct from the sales floor or from 
the warehouse, the exemption 
may be lost if such inside activity 
takes more than 25 percent of the 
salesman’s time 

Speaking 


requirements 


meets the 
an “Outside Sales- 
exempt from both the 
and overtime sections 
Unless a_ salesman 
80 percent of his 
the employer's 


employee who 


act. 


salesmen are 


on “Experiences Un 





der the Wage and Hour Law,” 
L. DeLoach, Henderson & Ba 
Hardware Co., Greenwood, Mi 
explained that his company 
located in a strictly agricultu 
section, and because of this it | 
been necessary to maintain long 
hours than the average. Empl 
worked 50 


ees hours per we 
until the enactment of the ns 
law. at which time weekly hor 
were reduced to 47 at the Gree: 
wood plant and 44 at anotl 
store located in Greenville 
While hours were reduced, 


said, employees’ salaries not in t 
executive or administrative clas 
fications were not reduced 

Mr. DeLoach explained that } 
company principally neg 
and drivers ar 
that base pay to this classificati: 
was less than the now-requiré 
75 cents per hour. In 
avoid an labor 
shipping clerks 


uses 


labor as porters 


order 
bill, 


ware 


excessive 
said, and 
house instructs 


the 


managers 
the 
porters and drivers 


were 
to stagger time of 
it possible for the company to 
duce the average 
42 hours 

One of the 
said 


difficult 
that of 
lating the overtime of drivers de 


most 


lems, he was 


reo 
eg 


I 


J 


GQ 


0 
d 
n 


ai 


i 


This has made 


ra 


porter’s time to 


prob 


livering to out-of-town account 
Prior to January 25, these drivers 
were paid a salary based on 40 
hours with overtime accruing b 


this arrangement, |} 
company 


yond. In 

said, the 

imposed upon 
To the 


time, company, 


was 


reduce 
the 
erated as a private carrie! 
the vehicle 


amount ot ove 
since it 
unde 


moto1 regulations f 





R. D. Warren 


private carriers 
the provisions of these regulatior 
which make it possible for drive 
60 weekly, wit 


to work hours 


flagrant] 


op 


took advantage of 
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overtime accruing after 60 hours. 

In the cab of trucks, he con- 
tinued, recorders were installed 
which enable the company to 
check on drivers, the result being 
a considerable saving in over- 
time. 

Generally, porters and drivers 
receive the same treatment as 
other employees, Mr. DeLoach 
said, in regards to insurance, vaca- 
tions, bonuses, etc. This has en- 
couraged cordial relations, and, 
as a whole, the company’s labor is 
satisfied. 


40-Hour Week 


Reporting briefly on “Operating 
on a 40 Hour Week,” Fred C. 
Barksdale, Brown-Roberts Hard- 
ware & Supply Co., Alexandria, 
La., explained that his company 
formerly maintained a 50-hour 
work week, which has now been 
cut to 44 hours. In order to meet 
the present requirement of 40 
hours, working hours are stag- 
gered, and all employees, with a 
few exceptions among the lower- 
paid jobs, lay off four hours each 
week. 

In covering this same subject, 
R. D. Warren, Stratton-Warren 
Hardware Co., Memphis, Tenn., 
traced the early working condi- 
tions of his company which until 
a few years ago called for a 48 
to 55 hour work week. 

Prior to September 17, 1947, he 
said, the company attempted to 
analyze what was actually being 
accomplished on Saturday and 
found that due to it being an un- 
usually short day with many in- 
terruptions, practically nothing of 
a constructive nature was being 
accomplished. 

The company found that out of 
45 or 50 salesmen, at least half of 
them came in on Saturday and 
visited about the office and ware- 
house. Because of this situation. 
little work was done, and much 
valuable time was lost by sales- 
men, as well as by office and 
warehouse employees. 

The company decided to go on 
a 40-hour week, first meeting with 
the union’s committee and ex- 
plaining what the objectives were 
It was the company’s position that 
work formerly done in 48 to 55 
hours could be accomplished in 40 
The union was told that a 10 per- 
cent wage increase would be put 
through to partially compensate 
employees for the hours that 
would be lost through the elimina- 
tion ef Saturday work. 








an 
> 
John W. Sheffield 


This plan was enthusiastically 
accepted, he said, and employee 
morale has been improved be- 
cause of the elimination of Satur- 
day work. 

Company management now 
takes advantage of this free time 
to hold semi-monthly sales meet- 
ings, which are attended by 80 
percent of the salesmen. At these 
meetings personnel of the credit 
and claim departments are avail- 
able for individual conferences 
with the salesmen 


Truck Deliveries 


In speaking on “Truck Deliver- 
ies,” John W. Sheffield, Sheffield 
Hardware Co., Americus, Ga., ex- 
plained that though his company 
operated its own trucks at one 
time, it now contracts for the de- 
livery of merchandise. 

Discontinuing the actual owner- 
ship of trucks did not mean the 
end of complaints or the elimina- 
tion of bad points in truck de- 
livery, he said. The speaker then 





listed some of the disadvantages 
of truck delivery. He pointed to 
the fact that in many instances 
delivery could be made only 
three days a week because of the 
fact that some merchants close 
one-half day a week and do not 
want merchandise to be delivered 
on Saturday. Some accounts take 
advantage of truck delivery and 
force drivers to accept return 
merchandise without proper 
authority, while some tend to buy 
low-profit, heavy merchandise 
from the firm offering truck de- 
livery, but order light, profitable 
merchandise from competitors. 

Other problems consist of: local 
ordinances which prevent unload- 
ing of trucks and trailers on main 
streets; dealers who attempt to 
have trucks make local deliveries 
for them; the necessity for sales- 
men to sell economical loads each 
trip; late mail and ‘phone orders 
on which dealers expect Monday 
delivery even though trucks have 
already been loaded, etc. 

Mr. Sheffield expressed the be- 
lief that, once started, it is almost 
impossible to give up truck de- 
liveries, since it means taking 
away from customers something 
which they expect. He explained 
that the cost of such an operation 
amounts to about three percent of 
sales on goods actually handled, 
and 1.9 percent of total sales 


Regular and Specialty Salesmen 


Opening the Tuesday morning 
business session, J. R. Nesbitt, 
Moore-Handley Hardware _ Co., 
Birmingham, Ala., spoke on “Co- 
ordinating the Work of Specialty 
and Regular Salesmen.”’ 





With retiring president C. R. Eaves presiding, the semi-annual dinner 
of the Old Guard was held April 4. In their annual meeting C. L. Peter- 
son was elected president; L. S, Pickup, first vice president: G. C. 
Barton, second vice president, and A. H. Deveney, secretary-treasurer 
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J. R. Nesbitt 


An effective specialty salesman 
must have personality, a thorough 
knowledge of the product, en- 
thusiasm, a willingness to make 
any type of call, and the ability 
to create and close a sale, the 
speaker said. 

It is the duty of the sales man- 
ager, he continued, to train the 
regular line salesman to work ef- 
fectively with the specialty man. 
In this, he said, it is necessary 
that both salesmen receive suffi- 
cient notice, so that their calls 
can be planned accordingly. He 
warned against the practice of 
jumping the specialty man from 
one regular line salesman to an- 


other. Both salesmen, he con- 
tinued, should go over their 
stories carefully before making 


calls and should remain together 
while talking with the customer, 
since the customer loses interest if 
the salesman who regularly serves 
him wanders off during the dis- 
cussion. The speaker then listed a 
number of methods for com- 
pensating the specialty and regu- 
lar line salesmen when they work 
together. 


Incentive Plans 


In his talk on “Incentive Plans.” 
Fred N. Hall, Hall and Company, 


Spartanburg, S. C., stated that 
“top salesmen are spirited . . . and 
react better to incentive plans 


than any other group.” In describ- 
ing incentives used by his com- 
pany, Mr. Hall explained: “Our 
‘20’ selling plan is figured on a 
five percent selling cost basis 
with a weekly drawing account of 
from $50 to $150 in multiples of 
$10. If the man wants $100 per 
week, can furnish the car, and 
pay his expenses, we turn to plan 
W-6-20 and find that 20 times his 
weekly drawing account would be 
$2,000; 26 weeks would be $52,000 
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and for 52 weeks, $104,000. If this 
man should average $2,750 per 
week for six months and thereby 
exceed his quota by $19,500, we 
would give him a check for two 
percent, or $390, which increases 
his earnings by $15 weekly and 
reduces our selling cost to 4.2 per- 
cent. 

“If he doubles his quota and 
sells $4,000 weekly, exceeding his 
quota by $52,000, his bonus check 
would be $1,040, and our selling 
cost would be reduced to 3.5 per- 
cent. This happens with men who 
are developing as ‘tops,’ and we 
move them up to Plan ‘25.’ This is 
25 times the weekly drawing ac- 
count, or a $2,500 quota weekly, 
$65,000 for six months and $130.- 
000 for the year with a selling cost 
of four percent, which, if doubled, 
would reduce the selling cost to 
three percent. 

“The plans go on up to ‘30’ and 
‘35’ and when a top salesman on 
Plan W-8-35 with a drawing ac- 
count of $150 weekly and a quota 
of $5,250 and a selling cost of 2.8 
percent, gets into action and 
averages about $8,000 per week, 
his earnings increase proportion- 
ately, and the selling cost is re- 
duced to 2.5 percent.” 

The company has additional in- 
centive plans in which the sales- 
man who exceeds his quota by 
the greatest percentage receives 
$10, with $5 going to the sales- 
man next in line. 

In addition, the company has a 
collections honor roll, the speaker 
explained. Each salesman is 
furnished with a list of his past- 
due accounts. If the salesman 
collects 40 percent of the past-due 
accounts within 10 days, he re- 
ceives $5. He receives $3 if he 
collects 35 percent during the 
second 10-day period, and $2 if he 
collects the remaining 25 percent 
during the third 10-day period. 

Because of this incentive, the 
speaker explained, the company 
seldom has more than 10 percent 
of its receivables past due. 


Traveling Display Room 


Jack J. Caraway, Peden Iron & 
Steel Co., Houston, Texas, opened 
his talk on operating a “Traveling 
Display Room” by displaying a 
number of enlarged pictures of 
the large display bus operated by 
his company to promote sales of 
various seasonal lines of merchan- 
dise. He called attention to the 
fact that before the depression 
years “it was the custom of sales- 





Fred N. Hall 


men to carry cases of samples and 
appliances and other specialty 
items from which they arranged 
displays in hotel sample rooms to 
which they invited their dealer 
customers and prospects.” 

In view of the state of business 
during the °30’s, he continued, 
practically all specialty men were 
called in off the road. After the 
close of the last war “when our 
representatives again wanted to 
show and demonstrate their wares, 
they found that most hotels had 
eliminated their sample rooms. Ac- 
cordingly, they were reduced to 
trying to show their wares on cus- 
tomers’ counters, which not only 
did not provide adequate space 
but were a nuisance to the deal- 
er, as it means interferring with 
his own business. 

“And so we thought back to 
the success we had achieved with 
the sales bus we introduced into 
the territory 14 years ago. While 
by no means as complete or 
modern in its facilities or furnish- 
ings, it had proven its usefulness 
to our customers and ourselves in 
providing a means of displaying 
our various types of merchandise, 
so that buyers actually could see 
at first hand what they were get- 
ting. 

“The situation called once more 
for the same recipe, and we 
planned carefully so that our new 
bus should have every possible 
feature to make it attractive, prac- 
tical and useful to our customers. 
Adequate lighting was a first con- 
sideration, and it was amply pro- 
vided for. Convenient, compact 
storage space and display coun- 
ters, fully wired for all desired 
demonstrations were other im- 
portant facilities demanded and 
built into the vehicle along with 
air conditioning. 

“This unique 
room now has 


traveling sales 
been out making 
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jts rounds for nine months, and its 
arrival is eagerly awaited and 
welcomed wherever it goes. It is 
driven by one of our best men, 
who also arranges the displays and 
conducts demonstrations. He aver- 
ages 150 miles and four towns per 
day. His direct sales have been 
highly satisfactory from the out- 
set, and his visits always stimulate 
business for our regular salesmen 
who follow in behind him.” 


Sales Analysis 


In his talk on “Sales Analyses,” 
C. McD. England, Jr., Logan Hard- 
ware & Supply Co., Logan, W. Va., 
pointed out that since selling costs 
make up more than half of all dis- 
tributor expenses, the wholesaler 
should be concerned with increas- 
ing productivity in selling. Sales 
analysis, he said, is a means of 
obtaining comparative facts upon 
which to base potentials and direct 
selling efforts. 

A close tabulation of purchase 
invoices for a given period will 
establish those lines which are 
responsible for the greatest vol- 
ume, and on which the wholesaler 


will want to exercise maximum 
control. 
“In our system,” he said, “we 


list separately any new line which 
is taken on, so that close watch 
may be kept on it, at least until 
the line is thoroughly established. 

“To organize the facts, it is 
necessary to have a system of 
analyzing each invoice and ex- 
tracting the required data which 
is tabulated so that the needed 
facts can be obtained quickly and 
economically. This can be done 


either manually or mechanically. 

“We use the IBM punch card 
system and obtain reports on 98 
classifications in four departments. 
On each classification we get a re- 
port 


showing sales from. stock, 
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J. J. Caraway 


direct shipments and cash sales. 
These reports show the number of 
lines of billing, the cost and selling 
price, and from this we get the 
gross profit, the percent of profit, 
the dollar sales per line of billing, 
and the dollar profit per line of 
billing.” 

In addition, the speaker ex- 
plained that the company gets a 
report of sales by each salesman 
showing the origin of his business, 
and a report on sales by dollar 
classification which is broken 
down in this manner: $0.00 to 
$2.00; $2.01 to $4.00, etc. 


Such reports enable the com- 
pany to eliminate payment of 
commissions to salesmen on items 
handled at a loss and help to keep 
out of stock those items that move 
in small quantities. 

“Sales analysis points to trouble 
spots of volume,” he said. Un- 
profitable customers, lines and 
salesmen are revealed. “The whole 
point of analysis is to find out ac- 
curately and quickly what terri- 
tory, salesman or product line is 
not producing, and why not, and 
provide facts which enable man- 
agement to take action.” 





Annual Meeting of the 


Southern Association 


EPORTS of officers and com- 
mittees, election of officers 
and discussion of several topics of 
current interest featured the an- 


nual business meeting of the 
Southern Wholesale Hardware 
Association on Thursday morn- 


ing, this being the final session of 
the convention. 

Following the annual address of 
the president, W. H. Terstegge, 
summarized on _ another page, 
there was a brief report on associ- 
ation finances by H. B. Horsey, 
treasurer, This report revealed the 
fact that the association again 
added a substantial amount to its 
surplus during the last fiscal year 
ending March 31. 

As has been the case in recent 
years, T. W. McAllister, managing 
director, gave merely an informal 
and relatively brief report on 
association activities, as the mem- 
bers are kept well informed from 
time to time as to what the 
sociation is doing. These activities 
include frequent bulletins to the 
membership, listing of surplus 
stocks, executive committee meet- 
ings, some district meetings; and 
the most important activity, which 
is the annual convention. 

Some explanation was given of 
the difficulties which now face 
the association officials in selec- 
ting a suitable place for the an- 
nual convention, because of the 
size to which it has grown. In re- 
cent years it has been impossible 
to take the convention to any cen- 
trally located city in the South 
because of lack of adequate hotel 
facilities. 


as- 
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With particular reference to the 
work of the sporting goods divi- 
sion, one of the association’s most 
important activities during the 
last year or two, the managing 
director pointed out that this has 
been directly responsible for 
many of the members giving much 
more attention than heretofore to 
sporting goods. Some of them 
have put on sporting goods buses, 
some of them have added special 
sporting goods salesmen, while in 
at least three southern cities, 
association members have held 
large sporting goods shows during 
recent months. 

A brief report of the catalog 
committee was given by A. C. 
Rankin, of Teague Hardware Co., 
Montgomery, Alabama, chairman. 
Mr. Rankin explained the work 
which had been done to assist 
manufacturers in standardizing on 
page sizes and sizes of cuts for 
jobbers’ catalog pages. 





C. McD. England, Jr. 
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H. B. Horsey 


who, in recognition of his serv- 


ices as treasurer, received a 
two-piece set of luggage 


In this connection there was 
some discussion on a_ problem 
which now faces the wholesaler in 
trying to bring out a new general 
hardware catalog. In reply to an 
inquiry on this point, one well- 
informed member said that to 
bring out 1,000 copies of a 1,000- 
page catalog would now cost the 
wholesaler about $40,000. 


Of the several topics which had 


been listed tentatively for discus- 
sion in the Thursday morning ses- 
sion, time permitted discussion of 
only the following: stimulating 
advance orders, stimulating full- 
package buying, and _ pension 
plans. 

The report of the nominating 
committee was presented at this 
session by W. A. Parker, chair- 
man, the other members being R. 
R. Witt, J. L. Lawrence and P. W. 
Moore. As there were no other 
nominations from the floor, the 
committee’s recommendations 
were adopted. 

Fred C. Barksdale was elected 
president, succeeding W. H. Ter- 
stegge. Charles E. Nash was 
elevated from second to first vice- 
president, and R. M. Miller, form- 
erly a member of the executive 
committee, was elected second 
vice president. New members of 
the executive committee are H. L. 
DeLoach and C. F. Hamilton. 

Wilton Terstegge was presented 
with a handsome silver tray in 
recognition of the service he has 
rendered as president of the as- 
sociation during the past two 
years; and H. B. Horsey, treasurer 
of the association, was presented 
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with a handsome two-piece set of 
luggage. The presentation in each 
case was made by Past President 
R. R. Witt. 


Excerpts from the Address 
of W. H. Terstegge .... 


INCE OUR meeting a year ago, 
S we have seen very little ac- 
tivity in our National Congress. I 
am hopeful enough to believe that 
this is brought about by a funda- 
mental change in thinking from 
the grass roots of the people of our 
country. I believe that this failure 
of congress to enact any new legis- 
lation is favorable to business. Not 
that any legislation especially 
favoring business was passed, but 
the fact that any further unfavor- 
able legislation apparently has 
been stopped. 

For more than eight months of 
the past year, the country has 
witnessed John L. Lewis demand 
and get dictatorial powers, which 
sooner or later our Government 
must recognize and deal with. 
Other labor leaders, noting Lewis’ 
progress, are now, universally, 
demanding pensions in all large 
industries. And the Chrysler Cor- 
poration is now in a test to de- 
termine whether the money they 
contribute to pensions shall be 
managed by Chrysler or by the 
union dictators. Unfortunately, 
these questions are never settled. 
Regardless of the outcome this 
year, the unions, through threats, 
strikes and eternal whittling, will 
eventually get more than they 
settle for at this time. This is so 
because, with Federal sanction, 
we are on a one-way street, and 
you have not heard of an employ- 
er who even thought of asking for 
lower wage costs. 

Even though the National in- 
come is 300 to 400 percent higher 
than in any pre-war year, we find 
our senators and representatives 
voting to spend more money than 
the Federal Treasury takes in. I 
know there has never been any 
doubt on the part of business men 
as to where this policy leads. It 
should now be apparent to the 
youths and the working classes of 
our country that the Federal Gov- 
ernment cannot over-spend with- 
out causing serious inflation. Such 
waste of money and the assets of 
the nation cannot lead to any 
permanent good. Even though his- 
tory is replete with the failures 
and heartaches that follow infla- 
tionary debauches, the voters of 





this country allow our Govern 
ment to continue on the merr; 
road, paved with good intention: 


that leads to damnation an 
destruction. 

We business men should b 
more active in fighting this 


destruction. We business men, wh: 
are leaders in our businesses, mus! 
become active leaders in our local 
community. Most of us would be 
unwilling to serve as city council 
man and few, if any of us, aré 
close enough to either of the na- 
tional political organizations to 
become national committeemen 
and help in that very important 
job of nominating a man fo! 
President of the United States. | 
believe that the answer to many 
of the problems troubling us to- 
day is directly up to you and me 
and we must change our attitude 
toward politics and politicians. 

A year ago, predictions were 
made very freely that all prices 
were too high and would have to 
come down. As a result of such 
thinking generally in _ business 
quarters, retailers curtailed their 
buying policies and reduced their 
inventories. Wholesalers and man- 
ufacturers followed the same 
policy and the net result was a 
general decline in 1949 volume as 
compared with previous years. 

Declining dollar volume is in 
direct contradiction to inflation 
and the two cannot go along to- 
gether. We cannot continue to 
have declining volume and still 
have inflation. Neither can infla- 

(Continued on page 59) 





W. H, Terstegge 


retiring president of the associa- 
tion, received a silver tray in 
recognition of his service 
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MISSOURI CONVENTION 


ELEGATES to the fifty-first an- 
Davai convention of the Misso- 
ouri Retail Hardware Association 
in St. Louis, March 7-9, heard dis- 
cussions on selling in the present 
market, international affairs, and 
means for halting the spread of 
communism. Interest was _ high, 
and the number present is be- 
lieved to have made a new record 
in convention attendance for the 
association. 

Harlan C. Whitaker, president, 
presided over the business ses- 
sions and in his presidential ad- 
dress gave a resume of hardware 
accomplishments and aims. 

Selling, and the results of ag- 
gressive selling, received primary 
consideration. William H. Bryan, 
president of Witte Hardware Co., 
spoke on “Better Selling in the 
Present Market.” Other speakers 
and their addresses _ included: 
Reverend W. L. Meyer on “The 
Fundamentals of Prosperity”; 
Glendon Hackney, editor of Hard- 
ware Retailer, on public relations; 
Richard J. Weidart, trust officer 
of the Mercantile-Commerce Bank 
& Trust Co., on “The Hardware- 
man’s Estate and Taxes’; and Dr. 
Alexander Baird, Bradley Uni- 
versity, Peoria, Illinois, on “The 
Balance Sheet of the U. S. A.” 

Edmond Orgill, president of 
Orgill Bros. Hardware Co., Mem- 
phis, gave an interesting and in- 
formative address on “The Atlan- 
tic Union of the Free—To Stop the 


Left, Carl I. Han- 
neke Hanneke 
Hardware and 
Paint Co., St. Louis, 
was elected presi- 
dent of the Miss- 
ouri association, 
while William Eh- 
len, right, of Lemay 
Mercantile Co., Le- 
may, Missouri, was 
elected vice presi- 
dent. Not shown, 
but re-elected to 
serve during 
coming year, are: 
Ben J.  Dierkes, 
treasurer, and Louis 
C. Kreh, secretary 





Spread of Communism,” while 
John T. McCutcheon, member of 
the United World Federalists, 
spoke on “World Affairs.” 

All business sessions were held 
in the morning so that the after- 
noons would be free for delegates 
and their wives to visit the nearly 
100 booths which comprised the 
thirty - fifth annual hardware 
show. Among the displays, motion 
was the keynote, with many dis- 
plays connected and in operation 

Officers elected to serve during 
the coming year are: Carl] I. Han- 
neke, Hanneke Hardware & Paint 
Co., St. Louis, president; William 
Ehlen, Lemay Mercantile Co., Le- 
may, vice president; Ben J 
Dierkes, reelected treasurer, and 
Louis C. Kreh, secretary. 

The association was host to 
dealers’ wives at a luncheon, book 
review and dance 


Record Crowd Expected for 
National Hardware Show . 


HEN the National Hardware 

Show opens its doors at the 
Grand Central Palace, New York 
City, on October 2 for a five day 
run, visitors will see the most com- 
prehensive exhibit of sporting 


goods ever assembled, according to 
Frank Yeager, director of the show. 

Almost 100 percent of last year’s 
exhibitors in the Fishing and Hunt- 
ing Division are reserving the same 





SOUTHERN HARDWARE for MAY, 1950 


or larger space for the 1950 show, 
he said. Although last year’s show 
broke all records for the number 
of manufacturing exhibitors to dis- 
play merchandise at any show, this 
year’s show already promises to 
break that established record, 
Yeager explained. 

Last year more than 29,000 reg- 
istered buyers attended the show. 
With the addition of a new Sport- 
ing Goods Section this buyer at- 
tendance is expected to be greatly 
increased 


Farmers’ Exchange 
Broadeast ... . 


(Continued from page 43) 


ple are farmers, and Hollberg has 
made the most of this opportunity 
Available for inspection by farm- 
ers who visit the Douglas Drive- 
In are complete bathrooms, kitch- 
ens, floor heaters, water heaters 
and other merchandise having a 
special appeal to the farmer. 
Complete bathrooms have been 
particularly popular, more than 
75 being sold during 1949, accord- 


ing to Clomer Rawls who heads 
the drive-in store. 
The fact that Griffin, as yet, 


has no television station (the city 
is 40 miles from Atlanta television 
stations) has been no deterrent to 
Hollberg in his promotion of this 
line. Because of the large poten- 
tial market for television sets, a 
television center has been set up 
on the second floor of the Douglas 
store. 

This department is arranged so 
that a number of comfortable 
lounge chairs face the floor models 
on display, permitting customers 
to inspect various sets in much 
the same atmosphere of their own 
homes. 

In conjunction with 
Farmer's Exchange broadcast, 
Hollberg arranged to have on 
hand the mobile television labora- 
tory of a leading manufacturer of 
television sets. This bus was 
parked in front of the Douglas 
store and cameras were mounted 
on top and trained on the inter- 
ested crowd of spectators on the 
sidewalk. Visitors, in turn, saw 
their own images appear on the 
screens of television sets which 
had been set up on the sidewalk. 


the first 


Large numbers of people, in- 
cluding farmers, were invited to 
visit the store’s television where 


they could sit and watch on floor 
models the demonstration taking 
place on the street below. 
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Louisiana Convention 


annual convention of the 
Louisiana Retail Hardware Associ- 
ation, held in Baton Rouge, March 
20-21, declared it to be the most 
helpful meeting ever held by the 
organization, with panel discus- 
sions again proving their value. 
Theme of the convention was “In- 
dependents Set the Pace.” 

The principal address was given 
at the opening session by Chester 
E. Young, hardware retailer in 
Fairview, Oklahoma, who chose 
as his subject “Let’s Make More 
Money.” Mr. Young gave practical 
advice as to how this could be 
done, stressing the need for co- 
operation among independent re- 
tailers and a close check on gov- 
ernmental trends. 

D. O. Mansfield, secretary- 
treasurer of the association, dis- 
cussed the subject “Independents 
Set the Pace.” 

Earl Smith, manager of the 
radio station WLCS of Baton 
Rouge, welcomed delegates to the 
convention, followed by Vice 
President J. A. Sibley of Bossier 
City, who responded to the wel- 
come. C, F. Averette, president, 
presided at the session. 

Following the formal 
of the convention, the meeting 
was broken into smaller groups 
for panel-type discussions. The 
first group, with Elmer Uffman. 
manager of Baton Rouge Credit 
Bureau, as moderator, discussed 
problems of “Credits and Collec- 
tions.” Another group of about 
fifty visited Olinde’ Hardware, 
which was recently remodeled 
Here the discussion of “Merchan- 
dising and Modernization” took 
concrete form, with Secretary 
Mansfield acting as moderator. 

At the general meeting on 
Tuesday morning, Remington 
Arms Corporation presented the 
film, “Two for the Money,” fol- 
lowed by a short talk by Presi- 
dent Averette entitled “Not Good 
if Detached,” and another discus- 
sion period. A. C. Troug of Hard- 
ware Mutuals led one discussion 
on “Association Group Insurance,” 
while Sidney Gonsulin, Wage- 
Hour Field Supervisor, answered 
questions and gave information on 
the new wage and hour law. 


| mae to the thirty-third 


opening 
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In its resolutions, the association 
endorsed National Hardware 
Week, the program of the Inde- 
pendent Retail Hardwaremen of 
America, the continuation of the 
Fair Trade Act, the abolition of 
excise taxes, absolute abolishment 
of income tax exemptions for 
privileged groups, economy in the 
government, and called attention 
to the encroaching dangers of 
socialism and communism. Other 
resolutions adopted called for the 
opposition of further government 
control or management of business 
or industry, the advocation of the 
profit system of free enterprise as 
against a socialistic welfare state, 
and the opposition of unsound re- 
quests for governmental appro- 
priations and expenditures. 

Officers elected to serve for the 
coming year were: J. A. Sibley, 
Sibley’s, Bossier City, president; 
H. J. Cornay, Home Supply Co.., 
Lafayette, vice president; and D. 
O. Mansfield, Jackson, re-elected 
secretary-treasurer. 

Elected to the board of direc- 
tors were: C. F. Averette, retiring 
president, of Averette Hardware 
and Paint Co., Baton Rouge, ad- 
visor; Clayton J. Borne of C. J. 
Borne Hardware, New Orleans, 
advisor; W. D. Judlin, Jr., Judlin 
Hardware Co., New Orleans; Guy 





G. Gardiner, Dixie Hardware Cx 
Crowley; C. H, Hatfield, Hatfiel 
Hardware and Lumber Co. 
Winnsboro; and M. T. Ward, Joh 
W. Ward Hardware Co., Alexar 
dria. 


“Will-Call’” Department 
for Lay-away Buyers . . 


ve ILL-CALL” sales, based on 
aggressive layaway pro- 


motion, have become so important 
a part of hardware merchandising 
at Melcher-Schene Hardware 
Company, St. Louis, Missouri, that 
Ben Melcher, head of the firm, has 
found it necessary to construct a 
separate office and storage room 
for the service. 

The “will call room” is located 
at the left-rear of the Melcher- 
Schene store, through an arch in- 
to a space which likewise con- 
tains electrical supplies, plumbing 
fittings, heating supplies, and 
other hardware. A 12x8 foot room, 
the will-call office is designed 
with a service counter at the 
front, file cabinets at the left side 
for records, and tier after tier of 
shelving on the right and rear 
walls for convenient stocking of 
will-call merchandise. 

“We push layaway consistently, 
as a means of relieving strain on 
the budget for low-income cus- 
tomers, and as a means of ac- 
cumulating expensive Christmas 
gifts, without last minute priva- 
tion,” Mr. Melcher indicated. 


(Continued on page 64) 





Newly-elected officers of the Louisiana Retail] Hardware Association, 
left to right: J. A. Sibley, president; H. J. Cornay, vice president, and 
D. O. Mansfield, secretary-treasurer 
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Newly-elected officers of the West Virginia Hardware Association are, 

seated, left to right: E. Earl Bibb, executive committee: H. Bruce Bacon, 

president; J. Conrad Mallory, first vice president: James C. Fielding 

secretary-treasurer. Standing, Charles C. Hertel, J. Guy Snowden, and 
Charles F. McNutt, executive committeemen 


WEST VIRGINIA MEETING 


ents Set the Pace,” the West 
Virginia Hardware Association 
held is annual convention, March 
13-15, in White Sulphur Springs, 
West Virginia. 

With attendance exceeding 250, 
the convention was host to a list 
of well known speakers and 
featured a program of varied 
entertainment. Addressing’ the 
group the first day was Max 
Miller, general manager of 
Streater Industries, Inc., Minne- 
sota, who gave a talk on “Modern 
Fixtures” and how their use can 
increase sales and profits. He il- 
lustrated the highlights of his ad- 
dress with a sound film. 

Dwight H. Teter, of the West 
Virginia Conservation League, 
spoke on “Tomorrow’s Dollar” in 
the conservation of our natural 
resources, Using government sta- 
tistics, Mr. Teter pointed out that 
for every dollar spent on conser- 
vation in the farm program, the 
farmer received $2.71 back for his 
part of it. 

L. E. Frailey of Columbus, Ohio, 
who is recognized as one of the 
top sales-training executives in 
the country, held the close atten- 
tion of his audience with an ad- 


Gooey as its theme, “Independ- 


subject of “Who 
Bosses the Boss,”” while A. B. Hill, 
president of the Standard Hard- 
ware Corporation in Portsmouth, 
Va., in an address on “Business 
Today” brought out the fact that 
every business man faces now a 
serious situation in legislation per- 
taining to his business and local 
competition. 

“Be Nifty and Thrifty in Fifty” 
was the topic of an address by 
James C. Fielding, secretary- 
treasurer of the association. 

A banquet climaxed the three- 
day meeting, with Dr. Joseph C 
Hoffman of Charleston, West Vir- 
ginia, considered an authority on 
international relations, speaking 
on “The International Situation.” 

Through the courtesy of Rem- 
ington Arms Co., a sound film, 
“Two for the Money,” was shown 
Two other films, “Pathways to 
Profit” and “Losses Are Like the 
Wind,” presented by the National 
Cash Register Co., featured the 
fundamentals of good sales train- 
ing and merchandising 

Officers elected to serve during 
the coming year are: H. Bruce 
Bacon, South Charleston Hard- 
ware Co., president, to succeed W 
Ellis James of Sutton, West Va.:: 


dress on the 
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J. Conrad Mallory, Wholesale 
Paint & Supply Co., Princeton, W. 
Va., first vice president; and 
James C. Fielding, West Va. Hard- 
ware Association, Charleston, W 
Va., secretary-treasurer. 

Members of the executive com- 
mittee include: E. Earl Bibb, 
Beckley Hardware & Supply Co., 
Beckley, W. Va.; Charles C. Her- 
tel, The W. Bingham Co., Cleve- 
land, Ohio, Parkersburg, W. Va.: 
and Charles F. McNutt, Charles- 
ton Hardware Co., Charleston 

Resolutions adopted by the as- 
sociation called for government 
economy, tax equality, fair trade, 
removal of excise taxes, and action 
on the part of members to fight 
further intervention by govern- 
ment into business. 


Cincinnati Convention 
(Continued from page 56) 


tion proceed if volume declines. 

I have a very definite opinion 
in this matter, which I am going 
to leave with you for what it may 
be worth. I see inflation in the 
ascendance. Powerful labor or- 
ganizations are in control of the 
labor costs in manufacturing, 
wholesaling, and even in the re- 
tail field in large outlets. I believe 
labor and labor rates will 
continue to increase until such 
time as the people of this country 
see fit to demand a change in our 
national labor policy. Such a 
ch«nge is not in sight at this time 
therefore, have come to the 
conclusion that labor will 
increase; hence manufacturing 
costs will increase; prices of com- 
modities, already high, will go 
higher 

In spite of the thinking a year 
ago that prices would be lower, 
a careful analysis show a majority 
of them higher today than they 
were twelve to fifteen months ago 
I believe further inflation is in- 
evitable 

Having reached that conclusion, 
now have the answer to the 


costs 


so I, 
costs 


you 
sixty-four dollar question about 
sales volume. I believe that the 


aggregate wholesale hardware 
sales volume in 1950 will be great- 


er than it was in 1949. I do not 
make that statement as an over- 
enthusiastic optimist, but with 


quite a bit of unhappiness because 
I have based my prediction, as you 
have just heard, on inflation and 
because I detest and deplore the 
many harmful effects that I think 
go along with inflation 
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New officers of the Virginia Retail Hardware Association are, center, 

W. L. Heartwell, Jr., Lawrenceville, vice president, and, right, J. B. 

Carpenter, president. George T. Omohundro, Jr., left, of Scottsville, 
retains his position as secretary 


VIRGINIA CONVENTION 


HE Virginia Retail Hardware 

Association, meeting at Roa- 
noke, Va., March 21-23, passed res- 
olutions calling for an end to the 
government’s program of deficit 
financing and requested Congress 
to amend the tax laws to tax all 
competing businesses equally. The 
group also asked for the removal 
ef excise taxes and opposed fur- 
ther government ownership. 

Richard G. Thomas, director of 
the National Clean Up-Paint Up- 
Fix Up Bureau in Washington, D. 
C., was chief speaker on the open- 
ing day of the meeting. He told the 
approximately 500 association 
members how they could help sell 
their goods. 

Speaking on the subject, “It Will 
Mean Profit For You,’”’ Mr. Thomas 
told the group that fix-up cam- 
paigns are not only civic develop- 
ments that help the community, 
but he said that the projects ““mean 
profit for you.” 

He told the dealers that objec- 
tives of fix-up campaigns are: (1) 
safeguarding health; (2) promoting 
safety; (3) improvement of prop- 
erty; (4) fire prevention, and (5) 
creation of better citizenship. 

Another speaker, Fred R. Olm- 
stead, advertising service and sales 
promotion manager for the Nation- 
al Retail Hardware Association, 
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told the dealers how “Association 
Sales Promotion Helps.” 

Other events on the opening day 
of the 3lst annual convention were 
the president’s address by C. M. 
Hayter, Pulaski, and the secre- 
tary’s report by George T. Omo- 
hundro, Jr., of Scottsville. 

On the second day of the con- 
vention, W. R. Noble, Washington 
representative of the National Re- 
tail Hardware Association, spoke 
to the group on “Washington Leg- 
islative Report.” 

Other speakers were Bruce Bur- 
gess, merchandising manager of 
the Union Fork and Hoe Co., Co- 
lumbus, Ohio, and A. B. Hill, pres- 
ident of the Standard Hardware 
Corp., Portsmouth, Va., and also 
a director of the National Retail 
Hardware Association. A movie, 
“Two for the Money,” which was 
prepared by the Remington Arms 
Co., was also shown. 

J. B. Carpenter of the Central 
Hardware Co., Culpepper, was 
chosen association president, suc- 
ceeding Mr. Hayter. W. L. Heart- 
well, Jr., of the Thomas Hardware 
and Furniture Co., Lawrenceville, 
was elected vice president to re- 
place Mr. Carpenter. Mr. Omohun- 
dro was re-named secretary. 

New directors elected were 
George A. Carter of Danville and 


J. A. Lindamood, Jr., of Wythe- 
ville. 

A state-wide hardware show w 
held in conjunction with the con- 
vention. A mammoth hardwa: 
display, set up to save Virgin 
dealers the trouble of traveling t 
other equipment displays, drew 
much interest. The show remains 
open two afternoons to give the 
hardware men a chance to buy 
their supplies. 
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Your Advertising Dollar 


(Continued from page 38) 
them at any price. Don’t keep you: 
money tied up in goods that clut- 
ter your shelves and slow up your 
turnover. Offer these “dogs” at 
real give-away prices and put 
your money in salable merchan- 
dise. In reducing prices don’t be 
too cautious: let your first mark- 
down be the last. 

Be consistent. Remember the 
old saying that “repetition builds 
reputation”; it is especially true in 
advertising. Your customers must 
be constantly reminded of what 
you have to offer: low prices, top 
values, quick service, best quality 
Whatever you say, say it often 
Identify your store with the mer- 
chandise and the services that 
your customers need and they will 
remember you when they shop. 


Hardware “Customer” 
Shows Horse Sense . . 


Red Springs, N. C.—McKeith- 
an’s hardware store could claim 
the biggest customer in town re- 
cently, and what’s more a very sat- 
isfied customer, showing horse 
sense, because not only did he come 
back once, but twice. 

Joe Lassiter, who lives on the 
edge of town, brought his new 
horse down to the rear of McKeith- 
an’s Hardware one morning to 
have him fitted out for a new 
bridle and accessories. Apparently 
the new spring outfit suited him 
fine, because he got out of his stall 
at the Lassiter’s place, and about 
6:30 o’clock that evening the em- 
ployees at McKeithan’s were star- 
tled to see a horse come walking 
in the back door. He ambled on 
through the front just as Mr. Las- 
siter entered the back, and started 
around the block, but apparently 
forgot something and came back 
through the front door of the store 

But this time, the amazement 
was less, and Willie Brown, em- 
ployee of McKeithan’s, managed to 
slip a bridle on their new custome! 
and get him back to his owner. 
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One oj my 
best jriends 


is a Salesman... 


It’s a fact ...1 couldn't do business if it 
weren’t for this jobber salesman friend of mine. 

I'll tell you why. 

I have to stock about 2500 items in my 
store. But sure as shootin’ a good customer 
will ask me for something I haven't got. 

Take tie-out chains, for instance. They're a 
kind of seasonal item; I stock them in the spring 
—usually sell out every year. But occasionally 
there’s an “off-season” call for a tie-out chain. 





York, Pa., Chicago, Denver, Detroit, Los Angeles, New York, Philadelphia, 
Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 







So what do I do? 

A customer wants a 30 foot galvanized 
Tenso No. 2/0 tie-out chain. I tell him I'll get 
it for him. I call up my friend, the American 
Chain jobber salesman. He gets me the chain 
—I make a sale, keep a good customer and 
everybody's happy. 


That’s one of the reasons I like to do busi- 
ness with the American Chain jobber. 


I can sell a complete chain line. 








AMERICAN CHAIN DIVISION 


AMERICAN CHAIN & CABLE 


MARK o YW In Business for Your Safety 









Lawn Roller Rental Helps 
Promote Garden Supplies . 


OR THE third year, William 
Ellebrecht, owner of the Coun- 
ty Hardware, Paint & Supply Co. 
of Kirkwood, Missouri, has sup- 
plied customers with a lawn roller, 
on a rental basis. And each year 
he has seen a sizable and impor- 
tant increase in the sales volume in 
garden tools, seed, lawn equip- 
ment, lawn mowers, and related 
items. 
“People own fewer lawn rollers 
than any other household item,” 
Ellebrecht said, “and while it is 


an item that is not used often, 
when it is is needed, it is needed 
badly.” 

The lawn roller is rented at the 


rate of $1 per day, chargeable 
from the time the customer takes 
it out until he brings it back. Elle- 
brecht sets the minimum at a half 
a day, or fifty cents. Each customer 
is required to leave his name and 
address, but no deposit is required. 

Empty of water, the roller is 
easily loaded into a passenger car. 
The customer fills it wit* water 
when he gets it home, uses _ it, 
empties out the water, and brings 
it back to the store. 

This rental business keeps cus- 
tomers coming back to the store, 
where they always buy garden 
tools, lawn mowers, and other 
items for use around a home. In 
the fall, when customers rent the 
roller, it stimulates the sale of 
grass seed and fertilizer. 

As proof of its popularity, Elle- 
brecht points out that in 1949 the 
roller was in active use by custom- 
ers until after Christmas. 


Retail Credit Increasing 
(Continued from page 41) 


whose losses were less than %4 of 
one percent. 

The success of the majority of 
dealers in handling credit business 
on a profitable basis is reflected 
in replies to Question No. 8 which 
asked, In general what changes 
have been made in your credit 
policies and terms since prewar 
years? (Also, changes if any in 
last year or two.) 

The largest group, comprising 
about 44 percent of the reporting 
dealers, indicated that they see 
no need for changes in credit pol- 
icies, while 9 percent reported 
that since the expiration of Regu- 
lation W, competition has forced 
more liberal terms. Together. 
these two groups, who at least 
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Light in weight un- 
til filled with water. 
this lawn roller 
rents for $1 a day. 
The customer pro- 
vides transportation 


to and from the 
store. This service 
keeps customers 


coming back to the 
store, where they 
buy garden tools, 
lawn mowers, etc. 


have made no changes that would 
tighten credit policies, represent 
53 percent of the reporting dealers. 
However, strong dissent was reg- 
istered by dealers who feel that 
there is a definite need for more 
strict credit arrangements. 32 per- 
cent reported that they are using 
more care in extending credit, 
while scattered replies—too few in 
any one instance to allow a sig- 
nificant percentage—indicate that 
credit practices have been tight- 
ened in one way or another. In all, 
about 47 percent indicated that 
credit policies have been or need 
to be tightened. 








Demonstration Cottage 
(Continued from page 39) 


with electrical appliances, which 
are sold to remove the drudgery 
from work. 

It is logical to suppose, the 
brothers reasoned, that if a clerk 
can sell a customer a can of paint 
or a wrench, he could sell him an 
electrical range just as well, pro- 


viding he knew as much about 
electric ranges as he did about 
paint and wrenches. This had 


to be learned at one time, also. 


So, instead of sending specialty 
salesmen down to the manufac- 
turers’ schools to learn the pro- 
duct, the Gosnell brothers sent 
their regular store clerks. And 
they assimilated essential infor- 


mation as quickly as the average 
salesmen who attend these schools. 
Since manufacturers have simpli- 
fied the operation of their pro- 
ducts to a point where an ordinary 


housewife can use them without 





taking a college course in elec- 


trical engineering, the salesmen 
don’t need to amass much more 
information in order to sell it, or 
demonstrate it. This has been the 
experience of the Gosnell broth- 
ers. 

For the store clerk who has 
been selling Mrs. Jones her paint. 
her floor wax, her lawnmower 
and lawn rake for a long time, it 
requires no more than a casual 
remark to start a conversation on 
appliances with her. If the cus- 
tomer shows an inkling of interest 
in any one appliance, the clerk is 
in a position to invite the customer 
over to the cottage for a demon- 
stration. The maid is around, and 
if the clerk runs into difficulties, 
she is there to prompt him. 

The cottage has a big porch 
with a swing to amuse the pros- 
pects’ children, if any, while they 
are inspecting the appliances in- 
side. Chairs outside are available 
if a customer wishes to discuss 
trade-ins and payments following 
the demonstration 

Southland Hardware stores 
have suffered no drop in sales 
volume because of the lack of a 
special sales organization. ‘You 
see, the advantage of this arrange- 
ment,” said T. J., “is the fact that 
the customers know our 
clerks. They have dealt with them 
over a period of time and have 
confidence in them. If one of our 


store 


salesmen makes a promise, the 
customer feels assured it will be 
kept. 

“We are not after those ‘No 
down payment customers.’ We 


want customers we can count on to 
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| for Accuracy 

e 

: More driving power, more pulling pow- 
er, improved balance are value features 

| of all True Temper Hammers. 
The True Temper Nail Hammer Line is 

q complete — providing all popular pat- 
terns in wanted grades and weights. 

Duplications are eliminated. With 
True Temper, you can carry a complete 
hammer stock to serve all customers 
by a minimum investment in stock—thus 
increasing turnover — increasing profits. 

c- 

en POWER-CENTERED BALANCE, so the full 

or force of each blow is focused on the nail 

= head, is secured by carefully engineered 
design. 

as 

m THREE-WAY TEMPERING gives extra hard- 

Y ness in the poll for driving —with the eye 

al section heat-treated for toughness—and 

zr the claws tempered for springiness. 

st 

is FOUR-WAY TAPERED EYE holds the handle 

= permanently tight —the wood is com- 

- pressed in four directions by the 4-way 

S, taper—and then securely wedged. 

h : , 

et PRECISION-SHAPED CLAWS with uniform 

"y split add efficiency—have a uniform bite 

. —spring-tempered with beveled edges 

- to firmly clutch and hold either small 

ig | brads or large nails. 

s TRUE TEMPER 

be HAMMER BANNER 

at 

e 

n 

- 

ir 

e 


e Brilliantly colored —an eye catcher for your 
} tool department. Fits standard hammer displays A UE EM PER 
as shown. Nothing to assemble—doesn’t attach als nieces 


to hammer. Free on request. Write us direct. FINE TOOLS « FISHING RODS « GOLF SHAFTS FOR OVER 100 YEARS 
True Temper Corporation, Cleveland 15, O. 
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NOW ELECTRIC DRILL BITS BY GREENLEE 
TO MEET A BIG NEED... BUILD EXTRA SALES FOR YOU 





Again GREENLEE leads out with the newest in tools to match 

the tempo of today’s more efficient building methods. These new 
GREENLEE Electric Drill Bits meet a great need of carpenters 

and other woodworkers using '4-inch electric drills for boring '2-inch 
or smaller holes in soft or hard wood. They fit electric drills perfectly, 
stand up under long hard work, do the job quickly 

and smoothly .. . replace old makeshift methods, provide the 

“right tool for the job.”’ Solid-center twist; single-cutter, 
extension-lip type head with outlining spur; no pressure required. 
Destined, we believe, to become “standard equipment” 

for skilled craftsmen everywhere. Available in sets of five, packaged 
as above, or in individual sizes. Ask your jobber or write 


Greenlee Tool Co. for details and prices. 






TOOLS FOR CRAFTSMEN 


GREENLEE 





STOCKED BY LEADING WHOLESALERS 


The Greenlee Line also includes: Auger Bits * Expansive Bits + Bit Extensions * Chisels and 
Gouges * Turning Tools * Draw Knives * Automatic Push Drills * Spiral Screw Drivers and 
many other high-quality tools. Greenlee Tool Co., 1825 Herbert Avenue, Rockford, Illinois. 





repeat year after year. And, we 
have found through experience 
that the reliable customer likes a 
steady place to trade. This type of 
customer seldom wanders off, re- 
gardless of the inducement of- 
fered, and especially from a sales- 
man who is a total stranger.” 





*“Will-Call’ Department 
for Lay-Away Buyers . 


(Continued from page 58) 
“Despite the fact that layaway 
purchasing has been vigorously 
promoted by all types of retail 
organizations, there are still many 
customers who have never pur- 
chased anything in this way, and 
are unfamiliar with it. Therefore. 
instructions to our salespeople are 
to explain the will-call system to 
every customer at some time dur- 
ing every transaction—pointing 
out to the customer that it is only 
necessary to pay 15% down on 
the item, and to pay in regularly 
small amounts until the total pur- 
chase price has been paid in.” 

Melcher-Schene operates _eits 
layaway system on an extremely 
flexible basis, designed to match 
payments to the customer’s in- 
come. Typical “working men” 
whose pay check is the same 
week after week through the year 
are the best type of customer, in- 
asmuch as each can budget pay- 
ments of a few dollars per month 
or as little as 50c per week, with- 
out difficulty. If, however, the 
customer is a farmer from out- 
lying suburban districts, or in 
some seasonal occupation which 
lumps his income into specific 
periods of the year, he may like- 
Wise arrange payments to match 

Every will-call purchase, ex- 
cept, of course, for large, bulky 
items, is neatly wrapped to pro- 
tect it from dust and damage 
while on the shelves of the will- 
call office. A number, correspond- 
ing with a card covering the 
transaction, is written at several 
places on the package, to keep it 
identified, and the package is 
assigned a specific shelf space 

One of the most important fea- 
tures of aggressive layaway pro- 
motion, Melcher - Schene has 
found, is the fact that few cus- 
tomers take the entire period 
allotted them to pay out an item 
Instead, once the item has been 
packaged up and laid away for 
them, it is not unusual for the 
customer to come in within 10 
days or less and pay in the full 
amount for the item. 
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Top Management: 





YOUR BOOST IS NEEDED MOST 


IN THIS CAMPAIGN TO BUILD EVERYONE’S INDEPENDENCE 


The period May 15-July 4 marks an 
important campaign to strengthen the 
financial independence of the nation’s 
people—and there's nothing of more 
basic importance to your own and your 
company’s future than the country’s 
economic well-being! What's more, 
you and other leaders of industry are 
the men who will be the principal de- 
ciders of the success of this campaign. 

For this is the Treasury Department's 
Independence Drive to increase pur- 
chases of United States Savy ings Bonds. 
And the Payroll Savings Plan, now 
operated by 21,000 companies, is re- 
sponsible for the greatest share of 
Series E Bond sales. 





If your company doesn't have the 
Payroll Savings Plan, now’s the time 


to install it! (A nation-wide 


shows that people are more than twice 


survey 


as inclined to invest their extra money 
in Savings Bonds as in any other form 


of investment. So it’s good “employee 


relations’ to provide this convenience.) 


If your company does have the Plan, 
now's the time to put extra push be- 
hind it! Employees who pile up money 
in Savings Bonds feel more secure... 
are actually better workers. Moreover. 
Bond sales build a backlog of future 
purchasing power—good “business in- 


surance” forall of us in the years ahead. 


The Independence Drive will be 


powerfully promoted throughout the 
nation by radio, television, publication 
advertising, posters, car cards, and spe- 
cial ceremonies. The public will be 
extra Bond-conscious during this pe- 
riod. Make sure your company ade- 
quately informs your employees that 
the convenience of “automatic” Bond 
buying is available through your Pay- 


roll Savings Plan. 


This is your country—and it’s your 
Drive. Help to put it over! All the 
material and assistance you need are 
available from your State Director, 
Savings Bonds Division, U.S. Treasury 
Department. Remember — employees 


appreciate Payroll Savings. 


The Treasury Department acknowledges with appreciation the publication of this message by 





SOUTHERN HARDWARE 





This is an official U. S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council 
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Business Activity 
Still Advancing . 


RUE TO the predictions of nu- 

merous business. observers, 
1950's first quarter was a good one. 
And business activity is still ad- 
vancing, partially the result of con- 
sumers’ liberal use of credit to buy 
durable goods. 

Easter trade was a disappoint- 
ment to retail merchants in many 
cities. However, buying prefer- 
ences seemed to have changed. 
Consumers still are plunking down 
more dollars for automobiles, tele- 
vision sets, furniture and appli- 
ances than for soft goods. 

In short, more money is being 
spent to make the home more com- 
fortable. And at the same time, the 
construction industry has gotten 
off to a fast start. Building of new 
homes is running about 44 percent 
ahead of last year, and more than 
40 percent of all new building, on 
a dollar-volume basis, is going 
into residential construction. 

Meanwhile, the automobile in- 
dustry is moving along at a high 
rate of production despite the cur- 
rent strike, and industry leaders 
look for another year of record 
production. 

Employment, too, reflects the 
general state of business. In March, 
employment rose to nearly 51,000,- 
000 for nonagricultural jobs. This 
was 150,000 above February and 
more than 600,000 above a year 
ago. 





Personal Income Remains 
On High Level ..... 


ESPITE work stoppages in the 
Dia and automotive industries 
total personal income remains on 
a high level. As the result of pay- 
ments of veterans’ insurance divi- 
dends, which were begun in mid- 
January, personal income _in- 
creased from December to January, 

The Department of Agriculture 
reported that “a step up in the 
rate of insurance dividend pay- 
ments from January and continued 
high level industrial and construc- 
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in February 


t 

a 

a 
and 
March are likely to be reflected in 
a further rise in estimated per- 
sonal income for those months, de- 


spite the sharp drop in mining pay 
rolls resulting from the labor dis- 


tion activity 


pute.” 





Retail Sales Show 
Slight Increase . 


ETAIL sales across the nation 
R showed a sales gain of four 
percent in February 1950 com- 
pared with February 1949, accord- 
ing to a report from the Depart- 
ment of Commerce. However, 
sales were four percent under Jan- 
uary 1950. 

Independent retail hardware 
stores registered a loss of about 5 
percent in February as compared 
with the corresponding period of 
1949, but were but one percent un- 
der January 1950 sales. 

In the Southeast, 18 of 24 cities 
surveyed by the Bureau of the 
Census reported increases in retail 
sales in independent establish- 
ments during February over the 
corresponding month of last year. 

It was the second consecutive 
month in 1950 in which increases 
in sales were reflected in a ma- 
jority of the cities surveyed. In- 
creases ranged from 6 percent in 





fe Soe 
Lif | 


Atlanta to 28 percent in Augusta 
Ga. 





Farm Cash Receipts 
Show Declime .. . 


NE SOFT spot in the nation’s 
hoe is the matter of farm 
income which is showing a slight 
decline. Farmers are disturbed, be- 
cause while farm prices are down, 
prices of what farmers buy usually 
are not down. 

Cash receipts from marketings 
in March of this year are expected 
to total 1.7 billion dollars—7 per- 
cent more than the February total 
but 9 percent below receipts in 
March last year. Prices received by 
farmers are averaging slightly 
lower than in February and about 
10 percent under prices a year ago. 


Parity Index Moves 
Upin Mareh ... 


HE INDEX of Prices Paid by 

farmers including interest, 
taxes and wage rates rose two 
points (nearly one percent) dur- 
ing the month ended March 15, the 
Department of Agriculture an- 
nounced recently. During the 
same period, the index of prices 
received by farmers remained un- 
changed at 237. 























% change 2 mos. % change 
i in sales 1950 in inventories Stock-Sales 
Geographic Feb. 1950 from Feb. 1950 Ratio 
Division from from 
Feb. Jan. 2 mos. Feb. Jan. | Feb. Feb. Jan. 
1949 1950 1949 1949 1950 50 49 50 
U. S. Total 
Sales m 2 én 
Hardware: ae +4 aes ti a] iee | 163 | 1 
South - “ 
Atlantic 5 --t +1 5 —3 | 252 285 247 
East South 
Central +6 0 —7 7 +6 | 275 269 | 263 
West South | 
Central +7 0 +6 —9 5 | 246 301 233 
| ‘ 








Wholesale Hardware Sales and Inventories 
(From U. S. Dept. of Commerce Monthly Report) 
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No. G973 Bass-Oreno — $1.25 
World's greatest bait. Fin 


shes — FO, NR, SG. 3/4 


’ FG 
No. G968 Midg-Oreno — $1.00 


1s Bass-Oreno action. Fin 


SNR. 3/8 


FG 
No. G952 Dive-Oreno — $1.40 


r 
ives deep, swims Fir 


FG SNR. 1/2 oz 


SFO 
No. G954 Dive@reno — $1.40 


fam 4 torr ra catches. f 


ish 


ac) 
No. G953 Fish-Oreno — $1.65 


FG 


No. G1960 Super-Snooper — $1.40 


Ne art Jives 
New! | s, dives, ‘burr 


S&S 
“" No. G977 King Bass-Oreno 


A Killer tor Digger his! 


No. G910 
Nip-I-Diddee — $1.50 


as 
ishes — F NR, SG 


SNR 
No. G970 


Fly-Oreno — 80c 


Wob!t 


i 
No. G97] Trout-Oreno — 90¢ 


Fre © Be 


SNR 
No. G2956 Jtd. Pike-Oreno — $1 


ishe 


SNR 
No. G1991 Fish-Obite— $1.40 


SFO 
No. G956 Pike-Oreno — $1.40 ‘ 


Always 


FO 


-— $1.50 
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These baits are so “hot’’ that you're going to 
have trouble keeping them in stock. We've added 
the amazing new *'‘Firelacquer”’ finishes on fast- 
selling South Bend baits to make them even 


more effective than ever before. 


Fish Firelacquer’’ fin- 


ishes create a fluorescent-like glow that has an 


just can't resist them! 


amazing attraction for fish. It will lure them to 
strike from greater depths, heavier cover and 
greater distances than conventional finishes. It 
makes them especially effective for dark waters, 


dawn and dusk fishing 


500-800% MORE VISIBLE! 


Your customers are going to take to these baits” 
as fast as fish do. South Bend’s *'Firelacquer’’ 
is the biggest thing that has happened in baits 
in years. Don't get caught without them. Your 
jobber can now supply them in a variety of 


proven colors and patterns 


Fire Orange 
. Neon Red 


Saturn Green 


sips 4a 
Firelacquer 
Finishes 


Fire Orange arrowhead 
with Saturn Green body 


. Fire Orange with black 
Shad -O-Wave stripe 


Neon Red with black 
Shad-O-Wave stripe 


M. Reg 


SOUTH BEND BAIT CO. 
900 High St., South Bend 23, Ind. 


Don’t Miss These Sure-Sales... 
Stock South Bend ““Firelacquers” 
NOW...Order from Your Jobber! 
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MODERN, COLORFUL SELLING 
DISPLAYS FOR YOUR STORE 


Here are tested, proven counter dis- 
plays and window streamers for you 
... absolutely free! The sizes, shapes, 
colors and illustrations follow the 
preferences of sporting goods men 
everywhere. They'll work for you 
all year ’round...selling your 
shooter customers more WESTERN 
world-champion ammunition and 
other hunting supplies. Write for 
them today! 





WORLD CHAMPION AMMUNITION 
DIVISION OF INDUSTRIES, INC. 


East Alton Mlinois 


STRONG, COLORFUL 
WINDOW STREAMERS 
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Super & Xpert 








EASY ORDER 


ON BACK OF 







SHELLS 






eT YOUR suPrtY 
















UNIQUE FULL-COLOR 
DISPLAYS FOR EVERY 
HUNTING SEASON 


Three unusual counter 
displays—for Western 
rim-fire cartridges, 
center-fires, and shot 
shells. The attractive 
full-color circle illus- 
trations are removable 

. you get several il- 
lustrations for each 
display, so you may 
keep in key with shoot- 
ing seasons in you? 


lerritory. 


FORM 
NEXT PAGE 
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POWERFUL, ON-THE-SPOT DISPLAYS 
TO RING UP SALES FOR YOU! 


Designed especially for hardware 
and sporting goods stores, this set 
of counter cards and window 
streamers will boost your sales of 
WINCHESTER arms and ammu- 
nition and other hunting equipment 
every month of the year. Send for 
them ... display them . . . you’ll see 
how they catch the eyes of your 
customers and start sales coming 
your way! 


fi. WiNeHES TER 


NONE BETTER 

















FRESH FULL-COLOR 
LUSTRATIONS FOR 
; YOUR LOCAL SEASONS 


WINCHES TER 


ARMS AND AMMUNITION 
DIVISION OF Oud INDUSTRIES, INC. 


> ee 
New Haven 4 Ex 229 Connecticut 


Winchester 
center-fire rifles, and 
shotguns—each has a 


display of its own. And 


} the beautiful color aad -~ | ertpeerrere fey 
drawings are removable : | WiNiong ES 


TRACE Mam 


. you can show what- 








ever game’s in season. 


ows WINCHESTER 


We'll se , sever: , ee 
ell send you several ~*~ cmon sore 0 Oe rs 


Le 


WINDOW STREAMERS 
a TO BRING HUNTERS INSIDE 


of these interchange- 





able game illustrations. 


an tL, 


SEE NEXT PAGE i Le re | 


SOUTHERN HARDWARE for MAY, 1950 69 











XUM 











ORDER 


TEAR OUT AND MAIL! 


SEE PAGE 68 


FREE Hglowm DISPLAYS 


Western Cartridge Company 
Dept. 329-B 

Division of Olin Industries, Inc. 
East Alton, Illinois 


Please send me the colorful new 
Western counter cards and window 
streamers. 


Name 

Title 

Store Name 

Address 

City Zone 
State 





NOW! 


SEE PAGE 69 


FREE WINCHESTER DISPLAYS 


Winchester Repeating Arms Co. 
Dept. 356-B 

Division of Olin Industries, Inc. 
New Haven 4, Connecticut 


4 
| 
| 
} 
| 
| 
| 
| 
| 
| 
| 
} 
| 
| 
! 
| 

Please send me the colorful new 

Winchester counter cards and window 

streamers. | 

| 
Name . 
| 

Title 

Store Name 

| 

Address | 

| 

City Zone | 

State 
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Moore-Handley Board 
Chairman Retires .. 


The retirement of William W. 
French as chairman of the board of 
directors of the Moore-Handley 
Hardware Co., Inc., was announced 
at the annual stockholders’ meeting 
held recently at the company’s main 
office in Birmingham, Ala. 

Mr. French’s retirement, at his 
own request, terminates 55 years of 
active service with the company. He 
will continue to serve as a member 
of the board and in an advisory 
capacity. The position of board 
chairman will not be filled at the 
present time, 





W. W. French, Sr. 


Mr. French’s’ association with 
Moore-Handley began in 1895. The 
enterprise was then comparatively 
new, having been organized as a 
partnership in 1882 on the modest 
capital investment of $1500. Today, 
Moore-Handley is one of the four 
largest concerns of its kind in the 
United States distributing nationally- 
known brands of hardware, electrical 
Supplies and appliances, building 
materials) machinery and mill sup- 
plies. Company salesmen travel in 
seven southern states. 

In the annual meeting stockhold- 
ers re-elected all members of the 
board of directors: William W 
French, W. W. French, Jr., Jelks H. 
Cabaniss, J. Craig Smith, William J. 
Rushton, J. R. Nesbitt, Brownlee O. 
Currey and Joseph H. King. 

The directors re-elected the fol- 
lowing officers: W. W. French, Jr., 
president; J. R. Nesbitt, vice presi- 


dent and sales director; S. H. John- 
son, Jr., secretary; Richard H. Chil- 
ders, treasurer, and Otto Schoel, as- 
sistant secretary and treasurer. 





Division Managers Named 
By Westinghouse .... 


Westinghouse Lamp Division, 
Bloomfield, N. J., announces the ap- 
pointment of managers for four 
newly-created sales divisions within 
the southeastern district. According 
to Robert A. Corvey, district man- 
ager, they are: 

Florida sales division: Emory L. 
Puckett, with headquarters at 405 
Wallace Building, Tampa. 

Carolina sales division, including 
both Carolinas: W. R. McKinney, 
Liberty Life Bldg., Charlotte, N. C. 

South Central sales division, in- 
cluding Louisiana and southwestern 
Mississippi: Joseph J. Sanders, 238 
S. Saratoga St., New Orleans. 

Mid-South sales division, includ- 
ing Georgia, Alabama and central 
Tennessee: R. D. Barr, 2260 Peach- 
tree Industrial Blvd., Chamblee, Ga. 

Mr. Pucket, Mr. McKinney and 
Mr. Sanders have been managers of 
Westinghouse lamp branch offices in 
Tampa, Charlotte, and New Orleans. 
Mr. Barr has been field manager of 
the southeastern district. 





F. A. Luebbe, Nichols 
Executive, Passes .. 


Frank A. Luebbe, vice president 
and general sales manager of Nichols 
Wire & Aluminum Co., Davenport, 
Iowa, passed away on March 9. 





F. A. Luebbe 
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Mr. Luebbe was born in Cincinnati, 
Ohio, on October 10, 1893, and was 
graduated from St. Joseph College in 
that city. 

He was a widely known sales 
executive in the steel industry and 
later in the aluminum industry. 





G. E. Ploeger te Head 
F. W. Heitmann Co. . 


Changes in titles and duties with- 
in the executive branch of the or- 
ganization have been announced by 
the F. W. Heitmann Co., hardware 
wholesalers in Houston, Texas. 





G, E, Ploeger 


F. A. Heitmann, connected with 
the company for the past 69 years, 
for the last 47 years as president, 
accedes to the position of chairman 
of the board. 

G. E. Ploeger, a member of the 
organization for 42 years and execu- 
tive vice president and treasurer for 
the past seven years becomes presi- 
dent 

F_ W. Heitmann, vice president 
since 1941, will serve as vice presi- 
dent, dealer sales manager. 

Robert F. Strange, vice president 
since May, 1948, will serve as vice 
president, industrial sales manager, 
while other personnel will have the 
following titles: Mrs. F. A. Heitman, 
vice president; E. O. Ploeger, secre- 
tary and treasurer; E. H. Edwards, 
assistant secretary and treasurer; A. 
J. Moltz, purchasing agent, and W 
M. Whitmarsh, traffic manager. 
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@ Have you seen this? It’s one of the “hottest” items offered 


the hardware trade in many years. 


Our distributors tell us these chests are going like “hot cakes”’. 


We've shipped over 9,500 to date. 


The Lamson “Fastener Chest” is a convenient merchandiser 
containing 63 of the most popular sizes of Cap Screws and 
Semi-finished Nuts. . 


are plainly marked as to contents and piece-by-piece salé nets 


. 2,123 pieces in all. The nine drawers 


you $28.93 profit on an investment of less than $45.00. The 


attractive all-steel chest is yours. 


Better get your jobber on the phone now and order up your 


Lamson “Fastener Chest,’ or write us for additional information. 


THE LAMSON & SESSIONS COMPANY 
General Office: 1971 West 85th Street, Cleveland 2, Ohio 
Plants at Cleveland and Kent, Ohio + Chicago + Birmingham 


LAMSON & SESSIONS 


= Merchant 








Garlington te Promote 
Western-Winchester Sales 


Colonel W. F. Siegmund, genera] 
sales manager of Olin Industries, 
Inc., East Alton, Ill., parent organiza- 
tion of Western Cartridge Co. and 
Winchester Repeating Arms Co., an- 
nounces that Ed Garlington, runner. 
up for the 1949 National Clay Target 
Championship at Vandalia, Ohio, 
will make his headquarters in Char. 
lotte, N. C., and work under District 
Manager Paul Lewis. 





Ed Garlington 


In addition to gaining runner-up 
honors at last year’s Grand American 
Handicap, Mr. Garlington won the 
Dixie Open Class A singles, doubles 
and high overall titles. 

Before joining Western - Win- 
chester, he was with the Georgia 
Game and Fish Commission. 





Parsons Celebrates 50th 
Year with Stanley Tools 


Robert M. Parsons, general sales 
manager of Stanley Tools, New Brit- 
ain, Conn., celebrated his 70th birth- 
day and his completion of 50 years 
of continuous service with the com- 
pany on March 28. Ata special gath- 
ering, attended by a large group of 
Stanley Tool employees, M. A. Coe, 
general manager, presented Mr. Par- 
sons with a fifty year pin and a min- 
iature tool box containing fifty silver 
dollars, symbolic remembrances 

Mr. Parsons went to work at the 
Stanley Rule & Level Co. in 1900, at 
the age of 20. In 1913 he was appoint- 
ed manager of the New York office 
of this company, and in 1920 he be- 
came manager of the Atlanta office. 
In 1922, he returned to New Britain 
as sales manager of Stanley Tools 
Division, The Stanley Works, and in 
1945 was general sales 
manager. 

Originator of the company’s slogan, 
“The Tool Box of the World,” Mr. 
Parsons has seen Stanley Tools’ ship- 
ments grow until they are greater in 
one month today than they were in 
an entire year when he started work 
50 years ago. 


appointed 
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It’s easy to roll up profits with 


Sta f] Cy Turnover is fast today on Stanley Floating* 
J 


Garage Door Equipment. Its exclusive 


Floating Action has caught on— not just 

F. with home owners, but with architects and 
—eV—"— builders. It helps sell the house. 

Every home in your community repre- 

0} () | sents a profit opportunity. In Stanley “Roll- 

Up” and “Swing-Up” Door Equipment you 


have a type to fit every pocketbook. And, 
. to clinch the sale, you have the name 

f | i) ent Stanley, the preferred name in hardware. 
Cash in on the big market for Stanley 
Floating Door Equipmentf. It’s profitable 
to sell . simple to install. And the cus- 
r tomer satisfaction it delivers will open the 
door to sales of other Stanley hardware 
items to builders and home owners. Send 
today for complete details on this proved 
profit booster. * Reg. U.S. Pat. Off. 











The Stanley Works, New Britain, Conn. 


TFOR ANY RESIDENTIAL, COMMERCIAL OR INDUSTRIAL DOOR THAT 
LIFTS + SLIDES »* SWINGS + ROLLS + FOLDS. 


Reg. U.S. Pat. Off. 
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Soutkern Chain, Round marine, railway, automotive, build- 
Affiliate. Opens in Ala. ing, home and farm chain of every 
type, as well as chain hoists and 
Organization of the Southern other material-handling equipment. 
Chain & Mfg. Co., with general of- These affiliated companies are: The 
fices and plant-warehouse located at Cleveland Chain & Mfg. Co., The 
1224 Second Ave., North, Birming- Bridgeport Chain & Mfg. Co., Round 
ham, Ala., was announced recently California Chain Co., The Round 
by James W. Dickey, vice president Chain & Mfg. Co., Seattle Chain & 
and general manager of the Round Mfg. Co., and Woodhouse Chain 
Associate Chain Companies with Works. 





which Southern Chain will be A. J. Willingham, Jr. will serve as 
affiliated. general manager of the new com- 
The Southern Chain & Mfg. Co. pany. He was formerly affiliated 
will operate as an independent con- with The U. S. Pipe & Foundry Co. 
cern, It will, however, distribute the and Moore-Handley Hardware Co., : 
products of other Round associate and is a graduate of Alabama Poly- | neg , ’ 
companies which produce industrial, technic Institute and University of ef e 





A. J. Willingham, Jr. 


Denver, in Denver, Colorado. 

Southern Chain & Mfg. Co. presi- 
dent is Raymond L. Round, who 
holds a similar position in all the 
Round associate companies. James W. 
Dickey, vice president and treasurer 
of the Round Associate Companies, 
will serve in a like capacity with 
Southern Chain. 

Through arrangement with The 
Cleveland Chain & Mfg. Co., a con- 
cern which has been active in the 
southern market for many years, 
emergency needs of that company’s 
customers will be shipped from 
Birmingham by The Southern Chain 
& Mfg. Co. 


The 64/7 - 


The Experts are Recommending 








Stanley Appoints Carlson 
Southern Representative 





Stanley Tools, New Britain, Conn., 
announces the appointment of Wes- 
ley Carlson as sales representative 
in West Virginia, Virginia, North 
Carolina, Tennessee and_ eastern 


The immediate success of this little “powerhouse’ Kentucky. | a ‘ 

was not a surprise. Even in the hands of novices, Mr. Carlson attended Hillyer Col- 
the SUPER MIDGET is absolutely guaranteed to | lege amd served two years in the 
catch fish. When you watch its super- wiggling army during World War II. He 
terrific fish-teasing action, you'll know why. Its joined Stanley Tools after his dis- 
“look alive” shiner finish simulates the best natural charge from the army in 1947, as a 
food for game fish. The SUPER MIDGET, made of member of the sales department, 
plastic—never swells or waterlogs, and is correctly 
weighted for true, easy casting. Recommended for 
use on casting or spinning rod for Bass, Crappie 
(Speckled Perch), Blue Gills. A real winner for you. 


Retails for $4,,0° 


CORK BALLS . 
. PLASTIC FLOATS 


Keep your cash register ringing up extra fast sales 
with these long lasting all-purpose cork and tenite 
plastic floats—made with the same precision crafts- 
manship that has made Barracuda"’ the favorite 
tackle of fishermen 


Yj 
GG 
Y ACTUAL 


SIZE 


















where he served until his recent ap- 
pointment. 





Get in touch with your fishing tackle jobber today for full infor- 
mation about the complete line of famous Barracuda Brand tackle 
made in the ‘‘Heart of America's Best Proving Grounds.’ 








W. Carlson 
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pmee FISHING 
REELS ? 


We are prepared to supply all the 
popular brand-name reels of the lead- 
ing manufacturers — fresh water, salt 
water and spinning reels and, of course, 
THE __ the foremost in fishing rods. 


Sonesias 


COMPANY, INC. 
LOUISVILLE 1,KENTUCKY 
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PRICE 


| i 


Complete as shown 


Only Lightweight 6 Electric 
Hand Saw with ALL these features! 


ai 


6%’ BLADE CUTS FULL 2°° ON SQUARE CUT 
AND 2°’ DRESSED LUMBER AT 45 ANGLE. 
DEPTH ADJUSTMENT, built-in, from 3/16 to 2”. 

BEVEL ADJUSTMENT, built-in, from O to 45 . 

PRACTICAL, PROVEN CUTTING BALANCE. No 
waver or pull. Cutting line is always visible, 
free from sawdust. 

RIP FENCE—rigid, sturdy, easily adjustable. 

ORIGINAL Fred W. Wappat Telescoping Guard 
—foolproof and safe. 

Special Fred W. Wappat-designed gears for 
maximum service, minimum maintenance. 
POWERFUL and DEPENDABLE. Motor is cool- 

running. 


163 Valley St., Mayville, N. Y. 


on Chautauqua lake 





Perfection Names Miller 
Atlanta District Manager 


Perfection Stove Co., 7609 Platt 
Ave., Chicago 4, Ohio, announces the 
appointment of Marion A. Miller as 
manager of its Atlanta, Ga., sales 
district, to replace C. C. West, who is 
retiring. 


M. A. Miller 


Mr. Miller came to the Atlanta 
district as a salesman in 1936, after 
four years with the Excambia Furni- 
ture Co. in Pensacola, Fla. In 1942 
he left Perfection to go with the 
Oneal Furniture Co. in Tampa as 
assistant manager. He retained his 


post until 1927, when he returned to 
Perfection as an Atlanta district 
salesman. In 1949 he was appointed 
assistant manager of the district. 


National Screw Names 
Jenkins Sales Manager 


The National Screw & Mfg. Co., 
Cleveland, Ohio, has announced the 
appointment of George F. Jenkins as 
sales manager. 

Mr. Jenkins has 
sales manager of 
1948. He succeeds, in 


been industrial 
National since 
active sales 


G. F. Jenkins 





MAASAI OA 


TRADE MARK 


“SHOWBOAT” GONDOLAS 


ALL METAL AND GLASS 


HOLD MORE 
SHOW MORE 
SELL MORE 











Scores of buyers say ..."the finest 
display units ever built”...“pay for 
themselves in less than a year”... 
“Increase sales more than 25%.” 


REEVE “Showboats” provide three times more display area than flat counters. 


Each bin is clearly visible from all sides. 


High chrome finish tubular frame... baked enamel perforated metal shelves 


.. + heavy glass with polished edges for bin divisions . 


. and other exclusive 


features that make the REEVE “Showboat” the most beautiful and functional 
display unit made. Complete in every detail . .. Ready to set on your sales floor 
. and go to work. Send now for brochure giving full description. 


OUR NEW CATALOG JUST OFF THE PRESS! Send for it today! Hundreds 
of new improved items from ticket holders to large display units. 


REEVE COMPANY 


“Serving America’s Retailers since 1913" 


2222 $. GRAND AVENUE + LOS ANGELES 7, CALIFORNIA 





direction, B. H. Jones, veteran vi 
president of sales, who under th: 
title will continue in an adviso1 
capacity in sales activities of Natior 
al, its California subsidiary, and div 
sions including Hodell Chain Co. of 
Cleveland and Chester Hoist Divisic 
of Lisbon, Ohio. 

Mr, Jenkins joined National Scre 
in 1926 and has been active in adve 
tising, merchandising and sales a 
tivities. 


Boyle-Midway Announces 
New Appointments .. . 


Boyle-Midway, Inc., New York 
N. Y., household products manufac- 
turers, has announced the appoint 
ment of W. L. Fountain, Jr., as div 
sion manager of a newly created 
Savannah-Wilmington division. 


W. L. Fountain, Jr. 


Mr. Fountain has been with Boyle- 
Midway since 1939 and previously 
Was associated with the Black Flag 
Co., which was acquired by Boyle- 
Midway that year. 

Also announced was the appoint- 
ment of Joe F. Baker to division 
manager of the Florida division. 

The new Florida division manage! 
is a former resident of Atlanta. In 
October of 1948 he joined the sales 
organization of Boyle-Midway. 


i 


J. F. Baker 
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On the RANGE 
With a mans best friends 

































LANTERNS 





















DIETZ No. 2 D-LITE (Cold Blast) 


with rising cone burner 


SPECIFICATIONS 


DE cai hinaabaiwek cae wae 1314 inches 
NE aa ai Nisa a acaom eee anata .10 C. Power 
SR ignalicighs a awe cag No. 272, 1 inch 
ere ay No. 2 
Bs Sadcee wa Komencee ....45 hours 
re ....+.D-Lite Loc-Nob 
Sc cinkes ake ewpncmeaten Half Dozen 





DIETZ “MONARCH” (Hot Blast) 


SPECIFICATIONS 


Height eras ; 13'2 inches 
SS ae ao 4 C. Power 
Burner ‘ ...No. 411, % inch 
Wick , ore No. 1 
Burns a . 30 hours 
Globe .'Fitzall Loc-Nob”’ 


Package . : ...One Dozen 








DIETZ LANTERNS THE 
STANDARD OF THE WORLD! 


Since 1840—for well over a century, 
DIETZ LANTERNS have maintained 
an unmatched leadership in design and 
performance. Ever sensitive to chang- 
ing times, ever alert to improvement, 
DIETZ has always kept step with the 
times. 


Among the notable features of the 
Streamline series are the broad non-tip 
base, improved top, all parts are 
curved to spill off wind and rain. Now 
supplied cold-rolled coated steel, gray 
enamel finish. 


Control of flame permits a choice of 
abundant portable light or a low con- 
trolled glow without deminishment, 
or failure. 


Greatest economy of fuel consump- 
tion. DIETZ LANTERNS burn dry 
to the last drop, without interruption. 


NEW YORK 





DIETZ “PIONEER” = 


Electric 


ESTATE LANTERN 


Nationally advertised. Authentic 7 

Design from original dies. For Y 

driveways, entrances, walks, gar- | 

dens, doorways, summer homes 

or dock lights. 

any size light bulb. 

2k" fr ay fetched 
e _ to 

ond. don ott 

Retails for $15.00 in the East. 

Slightly higher elsewhere. 


8 


























DIETZ “BLIZZARD” (Cold Blast) 


with rising cone burner 


SPECIFICATIONS 


Height ; . « - 14%, ine 
Light 10 C. Pow 
Burner No. 272, 1 

Wick... No 
Burns 45 ho 
Globe Fitzall Loc-N 
Package ; Half Do: 








DIETZ “LITTLE WIZARD” (Cold Blot 


with rising cone burner 
SPECIFICATIONS 


Height : . 11'2 in 
Light 6 C. Pow 
Burner..... No. 211, 39 
Wick , <n eee No 
Burns pete wee eon ee eee 30 hovgl 
I ie ieraswinie Ate “Little Wizard Loc-No 
Pn ccxwuavetiecnewena’ One Dow! 


OUTPUT SOLD EXCLUSIVELY THROUGH THE REGULAR JOBBING TRADE, NO PRIVATE BRAND! 








me 








= Stanley Announces New 


N E W Pp R oO ae U Cc T ~ Defiance Push-Pull Rule 


Stanley Tools, New Britain, Conn., 

AND SALES PROMOTION MATERIALS announces the new Defiance No. 1262 

Pull-Push rule with a D-shaped case 

a that makes it particularly handy for 
inside measurements. 

The rule has a ‘%-inch blade, 6 


Hollymade Announces New = durable and easy to clean, it was an- feet long, graduated in 16ths for its 


Cy lindrieal Lock Line nounced. entire length and in 32nds on upper 
4 4 . . . 
. New Androck outdoor cooking edge for the first twelve inches 


Hollymade Hardware Mfg. Co., 4865 equipment includes Red Hot roasters Blade is nickel plated with numbers 
Exposition Blvd., Los Angeles 16, for roasting weiners, Hamburgrills and graduations printed in black for 





Cal.. is now manufacturing a com- that come apart at the hinge for easy reading. Blade can be removed 
plete new line of self-aligning cylin- cleaning, cube steak broilers, ham- from case for end-to-end measure- 
drical locks, known as the No. 200 burg turners, extension forks, bar- ments. 

and No. 300 series. becue forks and barbecue spoons. The rules are packed 12 in a box. 





Blast) 


434 inchs 
C. Powe 
72,1 “4 


45 ho 
Loc-Not 
alf Doz 





drical bedroom and bathroom lockset 
are said to include quick, easy instal- 


lation, self-alignment, and reversibili- 
ty.The No. 300 has push button lock- ( 
ing, with inside knob always free, © 


with emergency release and auto- 
matic releasing spring latch. Installa- 
tion requires only two bored holes. 
They align themselves by the use of 
two machine screws, it was an- 
; nounced. 

§ All parts are interchangeable and 
reversible and may be used on right 
or left hand doors. The solid brass 
or bronze finishes are polished and 
sealed with a clear, infra red baked 


Features of the new No. 200 cylin- ? 
drical passage set and No. 300 cylin- 





= —_- 


First, you must have more than a good quality paint to meet your com- 
petition. SARGENT-GERKE offers you the highest quality, which you can 
sell profitably with prices that are actually competitive with your 
market. 

Selling methods of the past will not meet the powerful competition 
of today. SARGENT-GERKE gives you a definite sales plan that sells the 
goods, and helps you beat your competition, with a generous profit 


| enamel. Chrome finishes are triple to you. 
plated. Service is maintained from the factory and through six warehouses 
4 bled The Hollymade line is styled fo located at Montgomery, Alabama; Knoxville, Tennessee; Paducah, 


new building construction, as well as Kentucky; St. Louis, Missouri; Des Moines, lowa; and Green Bay, Wis- 





for replacement. consin. The constantly growing ranks of SARGENT Paint Dealers are 
proof that the policy of an independent manufacturer for the inde- 
a a : pendent dealer is the answer to today's merchandising problem. 
1 Sin Stainless Steel Tools 
Ne Introduced by Washburn 
oy y Wome LET US MODERNIZE YOUR PAINT DEPARTMENT 
oc-No? The Washburn Co., Worcester, 
: Dox Mass., and Rockford, Ill. is intro- Write for the SARGENT-GERKE Exclusive Dealer Franchise Plan Today! 
ducing seven new stainless steel tools 
for outdoor cooking in time for warm THE Sargen f- Gerk C co. 
weather activities. 
Newly designed with branded INDIANAPOLIS, INDIANA 
wood handles and leather thongs, P. O. BOX 729 
the tools are made of stainless steel 
so that they are rustproof, sanitary, ee (ee ee 
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Packard Introduces New 1” x 3” edgeboard serves as work user, it was announced. . 
Capehart Saw Gide ... guide. . Each drum is labeled as to - HI 
Positive lever action is said to per- length, finish and working-load lim- 

Packard Manufacturing Corp., mit vertical adjustment of track on its of the chain contained. Proof Coil Shim 
Noble at Market St., Indianapolis 2, control column for varying thick- and BBB Cuil chain, in self-colored Ho: 
Indiana, announces a new Capehart nesses of work material. And the and _ hot-galvanized finishes, ar y. 
saw gide that converts a portable same positive lever action also locks available in McK-Paks. A data sheet Shmo 
electric saw into a precision portable track in desired position horizontally lists the chains available, trade sizes, ducti 
radial arm saw. for making cuts at any angle to 60 link dimensions, number of links } 


degrees—both directions. 

Degree scale on control-column 
collar and easy-to-read steel rule on 
side of track give precision control 
of all work without complicated 
readings or tedius measurements, it 
is claimed. 

General specifications and capaci- = 
ties include: maximum travel, 21 KD) é 
inches; angle of cut, up to 180 de- Wy 
grees; net weight, not including saw, McK-pAK 
approximately 26 pounds; shipping 4 
weight, approximately 30 pounds; nee" * 
price, Model 10 (without saw), 








3 


ondi 


fectir 


A ne 


ee Se Oa 

















$49.95 f.o.b. Indianapolis 
Se Th 
finist 
‘a a ‘ . natlo 
MeKay Coil-Chain Package 
Affords Easy Handling . . 
The McKay Co., McKay Bldg. _ 
Pittsburgh 22, Pa., has announced a as 
new packaged line of coil-chain, dis- ' A 
The Saw Gide is completely port- tributed under the name McK-Pak. foot, weight per 100 feet of cha jrain 
able and may be set up wherever’ The coil-chain is placed in extra- and the working-load limits for ea ' and 
two trestles are available. It rigidly strength laminated plywood drums_ chain size. A copy of the data sheet vail 
vice-clamps to a standard 2” x 8” at the factory to simplify shipping may be obtained from the man ; factu 
plank. Second 2” x 10” plank with and handling down the line to the  facturer. Th 
ore 
er, 1 
stanc 
switc 
means = 
the) 
bron 
Th 
$59.5 
jesc1 
Warwood Forged Tools are known rent 
as the standard for comparison § avail 
wherever heavy hand tools are re- 
FOR re td ; ; j ; & 
quired. Correctly designed for agri- 
cultural, general construction and 
contracting work, road and street 
repair work and for many other 
uses, they represent the ultimate in 
forged tools. Enjoy an increased 
volume by making your store head- 
quarters for Warwood Tools. 
TOOLS FOR: 
GENERAL CONSTRUCTION 
AGRICULTURE and GARDENING 
MINING and INDUSTRY 
RATLROAD TRACK MAINTENANCE 
; 
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H-l Announces New 
Shmoo Plug Bait . 


Horrocks-Ibbotson Co., Utica, N. 
Y, announces production of the 
Shmoo plug bait, a realistic repro- 


duction of Li'l Abner’s friends. 





various 


under 
conditions, has been found to be ef- 


The Shmoo, tried 
fective for taking large and small 
mouth bass and pike, it is claimed. 
A new style lip gives a better action. 
The Shmoo will be made in all 
finishes and in various color combi- 


nations. 





Red Jacket Cellar Drainer 
Has High Capacity ... . 


A new automatic all-bronze cellar 
drainer, designed for high capacity 
and economical operation, is now 
available from Red Jacket Manu- 
facturing Company, Davenport, Iowa. 

The unit is self-cleaning, pumps 
more water, and pumps water high- 
er, it is claimed. Equipment features 
standard top-quality motor and 
switch and open type non-clog im- 


peller. Float is made of copper. All 
other pump parts are made of 
bronze. 


The drainer is priced to retail for 
$59.50. Literature giving complete 
description of Model No. 15010 Tor- 
rent all-bronze cellar drainer is 
available from the manufacturer. 

















Easy-to-see quality—easy-to-point- 
out features plus top performance 
make these handsome canary 
yellow lawn machines practically 
self-selling. Watch the profits pile 
up when you adopt this complete 
mower line. 





*Suggested Retail Price—bigher Denver west. 


CHECK THESE CLEMSON FEATURES 


* Box-Frame Construction 

* Instant Height Adjustment 
* Fingertip Shear Adjustment 
* No-Bobbing Action 

* Differential-Action Roller 


CLEMSON SALES BOOSTERS 


Clemson national 
. ners) advertising, start- 
ly ing in March, will 
tell millions of 
Jv readers of the Sat- 
urday Evening 
Post, American 
Home and Better Homes and 
Gardens the advantages of own- 
ing a Clemson Lawn Machine. 


(Tint 





Packed with every 
Clemson mower is an 
attention - compelling 
display card to slip on 
the handle bars of the 
machines you want to 





Clemson Lawn Machines 
are sold exclusively to 
retail outlets through 
recognized dis- 

tributors. 





Manufacturers of Hand 
and Power Hack Saw Blades, 
Frames, and Metal Cutting Band Saw Blades. 
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display. Front of cards indicate 
model, price and features, while 
reverse gives instructions for ad- 
justing and care to the new own- 
er. These dual purpose cards help 
the Clemsons sell themselves. 


% In addition, Clemson 
~\2e offers you punch- 
p 9 fe packed newspaper mats 
=— for your own local 
newspaper ads... plus 
colorful envelope stuf- 
fers that tell “What to Look For in 
a Lawn Mower”. All yours FREE 
for the asking. Send the coupon 
below today for your supply. 


SEND FOR THESE CLEMSON SALES HELPS... 
TODAY! 
CLEMSON BROS., INC. 
Dept. SH-5, Middletown, N. Y. 
Set of Newspaper Advertising Mats 
sama Envelope stuffers (state quantity) 






Ceepeyy POGGIO cececeescccseccecscscssecsssenssensssssceeen - 
Address 








Made of durable cardboard, the 
9 x 9 inch display includes four pad- 
locks, the Slaymaker Silver Sen- 


Slaymaker Announces New 
“Padlock Town” Display 




























Slaymaker Lock Co., Lancaster, tinels, fitted into the village scene. 
Penn., announces a new “Padlock The entire assortment, named the 
Town” display, a miniature show SM-11, consists of 52 locks, one 
case lithographed in six spring dozen each of the four sizes, plus 
colors and showing a typical Amer-_ one of each on the display. 
ican village scene—even a _ baseball The locks are made of rustless 
field and people shopping in mar- and scratchless zinc alloy and fea- 
kets. ture Slaymaker’s new Perma-baked 
finish, a new lacquering technique 
which bakes in the gleaming finish, 
it was announced. 
All open stock is_ individually 
DECORATED boxed in green, candy-striped boxes 
and packed in eye-catching cartons 
BUILDING PAPER Priced for the mass market, the 
fer locks will retail for 25, 30, 35, and 
45 cents 
BEAUTIFUL WALLS 
New Carded Hardware ( 
Line by Stanley Works q 
The Stanley Works, New Britain, 
Conn., announces a new line of 56 
carded hardware items for over-the- 
counter sales. 
The cards are printed in yellow- 
black combination, carry suggested In 
use of hardware, as well as complete 
product description. Each card. de- or 
signed for easy display and buyer H: 
selection, is a complete sales unit, as . 
both hardware and screws are se- bu 
curely fastened to it. 
The entire line includes such items go 
as strap and tee hinges, cabinet pulls in: 
and hinges, hasps, screen door hard- , 
ware, etc. ' 
Illustrated catalog pages showing . 
the line are available on request fic 
Cards are packed 12 to a box, 12 wr 
boxes in a case. 
en lat 
New Display Piece for : do 
White Chief Steel Rule op 
ee rere Carlson & Sullivan, Inc., Mon- ma 
¥ rovia, Calif. is now introducing to 
8 : the trade a new counter and window 2 
ry al display piece featuring the 10-ft Ha 
White Chief steel tape rule. 
The display is part of an expanded wa 
TA Cc ® i T Or PA & T & | T promotion on the extra usefulness : ] 
and convenience of the 10-foot rule, § 
it was announced. , tio 


There's a bright beautiful Wallrite Design zx 
for every room in the house | | 





Ov 
Choose Beauty from Eight Beautiful of wi 
VEPPEQCHID 0a 


New Wallrite Designs 






Manufactured Exclusively by mont sete 


—s 


FLEMING & SONS, Inc. Se ae | we 

















je: 
Dallas, Texas [ RZ ee 
Sales 
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FOR YOUR PLANT AND 
PERSONNEL WITH COBURN 
FIRE DOOR HARDWARE 





Increase fire protection by installing metal clad 
or Kalamine doors with Coburn Fire Door 
Hardware. Dependable, smooth-operating Co- 
burn Fire Door Hardware will save valuable 
goods and protect personnel . . . and your fire 
insurance costs will be reduced. 

Coburn Fire Door Hardware is made to speci- 
fications of The National Board of Fire Under- 
writers and, where necessary, bears the U.L.I. 
label. Special sets are available for single and 
double incline or level slide doors; vertically 
operated doors. All are equipped with auto- 
matic self-closing devices. Write for Catalog 
#210 showing the full line of Coburn Fire Door 
Hardware; charts showing required headroom; 
wall space and other vital information. 

Engineering help is available without obliga- 
tion. 

Other Coburn Products include #500 Swing- 
Over Garage Door Hardware Sets, overhead 
trolleys and conveying systems for carrying 
loads up to 3,000 Ibs. 


COBURN PRODUCTS DEPARTMENT 








WICKWIRE SPENCER STEEL DIVISION 


Executive Office—S00 Fifth Avenue, New York 18, N. Y 


THE COLORADO FUEL AND IRON CORP. [> i | 
UF 














Sales Engineering—5é Sterling Street, Clinton, Mass 





SOUTHERN HARDWARE for MAY, 1950 





Le Vk yy Ae, aa 


.. ALL SAY “GIVE ME NATIONAL LOCK” | 


DEALERS, JOBBERS, BUILDERS, CONSUMERS 


Dealers cash in on the widespread acceptance of 


NATIONAL LOCK hardware.. 


IN BUSINESS—AND PROFITABLY! 


— 
ond 
oud 
< 
ve 
i= 4 
_ 
.@) 
= 
> 


- jobbers who feature 


- builders find 


it adds extra desirability in the minds of prospective 


it profit by providing the very finest. . 


Why don't you look to NATIONAL 


LOCK for the answer to your hardware requirements. 


ASK YOUR SUPPLIER ABOUT NATIONAL LOCK 


home purchasers. 





© No. "77" Wood Screw Assortment 


© No. “N-150” Cabinet Hardware Assortment 
e Extensive Line of Builders Hardware 

e Fast-Moving National Tutch Latch 

© Period Furniture Trim Assortment 


e No. "N-68” Cabinet Lock Assortment 


Att From J source 


DISTINCTIVE HARDWARE.. 





COMPANY 


NATIONAL LOCK 
g ROCKFORD, ILLINOIS » MERCHANT SALES DIVISION 


t\ 
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Lufkin Introduces Chrome- 
Clad Tape-Rule Blades . . 


The Lufkin Rule Co., Saginaw, 
Mich., announces that the company’s 
Mezurall and Wizard Jr. steel tape- 
rules now have chrome-clad, non- 
glare, satin finish blades, which are 
said to absorb disturbing light re- 
flections and afford easier reading 
of markings and graduations. Black 
markings are said to stand out 
sharply against the hard, smooth 
chrome-white surface, and to be 
durable, permanently bonded to the 
steel and sunk below the surface, 
protected against wear. 





will 


Blades are 100 percent metal, 
not chip, crack or peel. The chrome- 
clad blades are manually operated, 
run smoothly out of and into case, 
it is claimed. Balanced construction 


is said to hold the blades at any 
length withdrawn. Blades are quick- 


ly replaceable. The self-adjusting 
end hooks have an automatic sliding 
action affording accurate butt-end 
and hooked-over measurements. 

The new Mezurall and Wizard Jr. 
cases fully enclose the chrome-clad 
blades, guarding against grit inter- 
fering with the smooth operation of 
the tape, it was announced, 





Winchester Issues New 
Salesman’s Hand Book 


Winchester Repeating Arms Co., 
Division of Olin Industries, Inc., New 
Haven, Conn., has issued its new 
Winchester Gun Salesman’s Hand 
Book, fully illustrated and with a 
wide variety of descriptions and 
specifications of the company’s guns. 

The hand book was issued to pro- 
vide a ready reference of informa- 
tion for all who sell Winchester fire- 
arms, and it is divided into nine sec- 
tions: wildfowl, upland game, pests 
and vermin, big game, gun games, 
shotgun actions, shotgun data, rifle 
actions and rifle data. 

On each page of the sections de- 
voted to wildfowl and upland game 
are large lifelike pictures of various 
game birds and animals, as well as 
pictures of shotguns recommended 
for each type of game. 

The hand book, 8% x 11, is printed 
on slick paper and has a decorative 
heavy cover in color. 


















FOR A REAL 


That extra length your 


P.S. For Hardware Week, 


eros 


MONROVIA, 


Blade produced under Pat. No. 2089209 


UES att 


PAX a sad Vy ) =a ~— 
fhe } 
10- FOOT WHITE CHIEF 


customers want! 120 inches of accurate, more useful 


measuring convenience . .. jet black markings on an acid- i 
resistant, wear-resistant, snow white blade. Recognized Ss 
Carlson quality throughout with the new swing-tip and maf 


famous Carlson 10-second blade change. 


it can’t be beat... a 
your special promotion packet in the mail. ; 


CARLSON & MCTLO INC. 


CALIFORNIA 
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Colorful Packages for 
Cortiand Nails, Brads 


Wickwire Brothers, Inc., Cortland, 
N. Y., have announced distinctive, 
easy-to-recognize packages for its 
entire line of Cortland Brand wire 
nails and brads, 

The packages replace the firm’s 
former black-lettered boxes, and 
features wire nails in green boxes 
with yellow trim and wire brads in 
yellow boxes with green trim. 
Weight, size and gauge are displayed 
prominently on the covers. The 
Cortland name appears on all six 
sides to avoid confusion. 





To facilitate shipping, storage and 
handling of the packages, they are 
being supplied in telescope cartons 
that hold one dozen of the % or %4 
Ib. boxes or five of the 1 Ib. boxes. 
Telescope cartons are of the same 
color scheme adopted for the new 
packages. 





Amerock Products Display 
For 1950 Conventions . . 


American Cabinet Hardware Corp., 
416 S. Main St., Rockford, Illinois, 
has introduced a new convention 
display, being shown at hardware 
dealer conventions during 1950. The 
display features matched cabinet 
hardware in chromium and color, as 
well as brass items, bronze items, 
and the new Colonial Heart pattern 
in weathered old black iron finish, 
it was announced. 

Amerock’s Wintite sash lock is 
displayed on both large and small 
demonstrators to show its locking 
and sealing action in operation. It 
carries the thought of locking win- 
dows like locking doors. A stream- 
lined sash lift to match is also dis- 
played. 

A motor-driven 
demonstrates Amerock’s new No. 
E9710 rubber roller spring catch 
with its shock-absorber action, it was 
announced. 


operating door 
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For more than 50 years Griffin 


hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware. . . 

quality produced by 

Griffin. 
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B Svery DOOR NEEDS THREE! 





anufacturing Company 
ERIE +» PENNSYLVANIA 


SALES OFFICES 





New York 7, New York 
Chicago 26, Illinois 
Detroit, Michigan 
Boston, Massachusetts 
San Francisco 3, California 
Atlanta, Georgia 

rans Dallas, Texas 
Seattle, Washington 
Jackson 6, Mississippi 
Kansas City, Missouri 
Baltimore 16, Maryland 
Denver 6, Colorado 


4 Warren Street 

1639 Fargo Avenue 

9344 Woodward Avenue 

115 Broad Street. 

703 Market Street... 

917 St. Charles Avenue 

308'/, North Harwood... 

4524 East 60th Street 

785 North President Street 

4638 Mill Creek. aeainiaaal 

261! Garrison Boulevard 

1620 Garfield Street... ann 

IN CANADA 
Toronto, Ontario 


IS Wellwood Avenue 
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“GOLD TIP” GLASS CUTTERS 


Your customers want the best 
too. If you use FLETCHER Glass 
Cutters in your store sell them to 
your customers too. FLETCHER 
"Gold Tip" Glass Cutters are 
known for their excellent value 
and true performance, so BUY, 
SELL and USE the best. Your 
Jobber has them. 


THE FLETCHER-TERRY COMPANY 


440 SOUTH STREET ° 
SECTS nS 








e VERNIER ADJUSTMENT FOR SQUARENESS 
e FULL LENGTH ADJUSTABLE SCALES 

e HEAVY CHROME-PLATED STEEL GUIDE BARS 
e BALL BEARING EQUIPPED THROUGHOUT 


Every retail store selling glass (and 


many now not selling glass) should have 
one of these new glass cutting machines. 


Train any clerk in your store to cut 


glass dependably and watch your glass 
profits grow. The FLETCHER machine 
actually cuts the glass. It is more than a 
holding device. Made in two sizes to cut 
glass 0” to 36” and 0” to 48". Order one 
today through your jobber. 





FORESTVILLE, CONN. 


85 















NEW sources 


of profit with 


G VICTORS 


NEW 


Blades 


On recent tests, 
when pitted against 
eight leading brands 
in cutting SAE 52100 Ball 
Bearing Steel, Victor’s new 
“Molyflex” High Speed Hand 
Hack Saw Blades .. . averaged 23.8% 
more metal cut than all the leading 
brands tested. Here’s the blade that 
rounds out Victor’s famous line. Be- 
cause it is more uniform...completely 
shatterproof ... absolutely unbreak- 
able when used in a frame...it is 
packed with extra profit-making fea- 
tures. A real sales leader .. . for mak- 
ing tough metal cutting jobs easy! 
Finished in gold, each blade carries 
specifications printed on it. All sizes 
and pitches. 


Victor Steelrite 
Metal Marking Crayons 


Here is another NEW Victor 
profit-making item. Available 
in a variety of sizes and at- 
tractively boxed, these crayons 
are a natural for off-the-coun- 
ter sales. Special extrusion proc- 
ess insures uniform strength 
and composition. Markings 
can be made on hot, cold, 
damp or grimy metals and withstand 
pickling, yet do not affect enamel 
application. — 
a ‘ il (ITH, 
Victor's famous Wall Chart = (6 Will) 
and Metal Cutting Book- == 
lets are still available. az 
Write today for your Xf 
free supply. | Liga 









VICTOR 


SAW WORKS, INC., Middletown, W.Y., U.S.A 


Mokers of Hand and Power Hock Saw Blodes 


Frames and Band Sow Blodes 
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Portable 6-Inch Polisher 
Announced by Cummins 


A new lightweight portable elec- 
tric tool for rubbing and polishing 
metals, woodwork, linoleum and 
similar surfaces is announced by the 
Portable Tools Division of Cummins 
Business Machines, Inc. The polisher 
is intended for use by automotive 
service stations, stores, buildings and 
institutions, as well as in homes. 

Features of the new tool are: its 
lightness, 444 pounds net; the free 
speed of 1300 rpm, said to be ideal 
for polishing fine finished surfaces; 
a patented swivel side-handle which 
can be positioned at any point on the 
tool for greatest ease of operation, 
either right- or left-hand; and a 
balanced design that prevents the 
tool from tipping over, to mar or 
scratch the surface. 





Specifications include a_ die-cast 
aluminum frame of streamlined de- 
sign; universal type motor for opera- 
tion on 115 volts, either AC or DC; 
dynamically balanced armature with 
insulation baked on for full protec- 
tion and durability; planetary pre- 
cision gearing of alloy steel; ball and 
Oilite bearing in proper position for 


smooth, quiet operation; 6-inch 
diameter backing pad; two-pole 
switch, trigger type, for effective 


control and maximum safety; venti- 


lating fan to keep the tool com- 
fortably cool; 10-foot 3-conductor 
rubber covered cord. 

The price of $29.95 covers the 


polisher, 6 in. diameter rubber pad, 
a 6% in. diameter lamb’s wool 
polishing bonnet, and a container of 
suitable polish. 

Literature is available on request 
to Cummins Portable Tools, Division 
Cummins Business Machines Corp., 
4740 Ravenswood Ave., Chicago 40, 
Illinois. 


New Display Assortment 
Of Androck Kitchen Tools 


The Washburn Co., Worcester, 
Mass., and Rockford, IIl., is offering 
a new assortment of 12 popular 
kitchen tools in Androck’s 3000 line, 
with a sturdy steel, space-saving dis- 
play fixture ready to set up as a 
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complete kitchenware unit. A color- 
ful display card is furnished with 
the display. 

Tools in the assortment have a 
nickel finish and two-tone plastic 
handles. No. 3513 assortment may be 
ordered with all red and_ ivory 
handles or all yellow and_ ivory 
handles, or a combination of the two. 

Occupying only 11 x 15 inch 
counter space, the assortment in- 
cludes 12 each of mixing spoons, 
basting spoons, wide spatulas, cake 
turners, small cake turners, narrow 
spatulas, egg whips, 9” forks, serving 
spoons, sugar scoops, 24%” strainers 
and 3%” strainers. Retail price is 
25 cents, east of Rockies, and 29 
cents, west of Rockies, on most 
items. 

No. 3013 assortment includes 12 
each of 16 kitchen tools in the 3000 
line on a maple and steel display fix- 
ture, for those with more counter 
space, it was announced. 
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Mossberg Introduces 
New Sporter Automatic 


O. F. Mossberg & Sons, Inc., 131 
St. John St., New Haven 5, Conn., 
has introduced a new 15 shot, .22 
caliber Sporter automatic, Model 
151K, for open sight shooting. Priced 
to retail at $28.95 ($29.95 west of the 
Rockies), it has the custom type 
genuine walnut Monte Carlo stock, 
24” round tapered barrel, crown 
muzzle, blade front sight and open 
rear sight. 





eae 


Action is the standard mechanism 
with the straight line feed through 
the stock. The complete action is in- 
stantly removed for cleaning without 
any tools. The receiver is milled on 
top to accommodate the latest Moss- 
berg telescope, the 4M4, which is 
said to have the most rigid mount 
ever devised. Scope can be put on 
and removed without losing its ad- 
justment. 

Weight of the automatic is 6 Ilbs., 
overall length, 44 inches. It handles 
.22 cal. Long Rifle cartridges, either 
lubricated or dry. 
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HEXAGONAL NETTING 
- high standard of the 


industry . . . woven evenly 










. perfectly straight sel- 






vage .. heavy gleaming 









galvanizing. Your customers 
recognize it by the famous 


ee 
rooster trade- > By 
y= ie 


mark. 










Southern 
Representatives: 
D. C. HORNIBROOK 
E. L. HORNIBROOK 
Box 176 
Avondale Estates, Ga. 


LAWRENCE oe BALDWIN 


306 Carondelet Bidg. 













New Orleans La. 
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THE NEW 
“TURN TITE’ WIRE TIGHTENER 
SELLS ON SIGHT 


This is a fast-selling wire tightner for clothes lines 
or any kind of wire line. Fastens to post with either 
bolt or wire. Spindle winds 36” of No. 9 wire in two 
rounds. Simple to turn spindle with wrench. Durable 
side lock is positive, won't break or freeze in 
service. Rust proofed. 


Usually Retails for 59c. Regular Trade Discounts. 
IF YOUR WHOLESALER CAN’T SUPPLY YOU, WRITE DIRECT TO US 








Bolom licmm oer 


1115 SOUTH ASH - WICHITA, KANSAS 
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QQ NEW 


\ SPORTING GOODS 


PROFITS 





“This plier should be in front of the 
fisherman every time he buys a fish- 
hook.’’—American Guides Association. 


Here’s an exciting, all-purpose tool 
that is new to your fisherman customers. Nickel- 
plated, its one-ton cutter snips hooks and wire 
easily. Its vise-like, parallel-action jaws make it 
ideal for repairs on reels and small parts of motors. 
A Safety First must for cutting off barbs in case a 
hook gets into your hand or leg. Perfect for remov- 
ing hooks. Use it for pinching lead sinkers, tying 
flies, skinning fish and hundreds of other uses. 
Every tool kit and tackle box deserves one. 


MERCHANDISING KIT AND 
NATIONAL ADVERTISING 


You get window and 
counter displays, news- 
paper mats, a colorful 
package, folders — and 
strong national advertis- 
ing in the leading sports 
magazines. Don’t miss 
these extra spring and 
summer profits. Order 
from your distributor. Or 
write today for informa- 
tion on how to get your 
free merchandising kit. 
Just drop a note to... 


Sargent and Company 
45 Water Street 
New Haven, Conn. 




















CHIPS FLY 


“Southern Kentucky” 
matches the 
woodsman’s skill 


They Cut Longer 
Between Sharpenings 


“Hudson Bay” 
super-useful for 
comp or trop line 


ae Since 1826, this trademark has 
represented the best im axes 


COLLINS 


Axes and Hatchets 


The Collins Company, Collinsville, Conn. 












Min-O0-Air Provides 
Minnows with Oxygen 


Rayco, Inc., 1118 Foshay Tower 
Minneapolis 2, Minn., announces pro- 
duction of the new Min-O-Air, 
claimed to be the only sure method 
of keeping minnows or any marine 
life alive. The valve is constructed 
to allow the operator to release a 
small diffused stream of oxygen into 
whatever container the minnows 
are being kept, thus replenish- 
ing the oxygen used. The valve may 
be shut off at will, to save the oxy 
gen remaining in the cartridge. 





Min-O-Air is 
mended for 
alive from place of purchase to the 
place of fishing and to relieve the 
necessity of changing water to keep 
minnows alive and active. 

Length of operating time per car- 


especially 
transporting 


recom- 
minnows 


tridge varies with the number of 
minnows. While operating, it super- 
saturates the water with oxygen. 
After the cartridge is exhausted, the 
minnows will live for some time, due 
to the additional amount of oxygen 
which the water has absorbed. 

Min-O-Air will last for many 
hours, it is claimed, with proper ad- 
justment of the unit. 


Buckeye Introduces New 
Magnetized Level .... 


The Magno-Level, perfected by 
The Buckeye Plastic Corp., 740 
Superior Ave., N.W., Cleveland, uses 
the slogan “It Sticks to The Job” for 
its combination level and angle in- 
dicator. 

The Magno-Level will stick to a 
pipe or any other piece of ferrous 
metal. This new product, a magne- 
tized level, is ideal for steam fitters, 
plumbers, welders, sheet metal, con- 
struction and maintenance workers, 
it was announced. 

The Magno-Level is equipped with 
powerful Alnico permanent magnets, 
sticks to either round or flat sur- 
faces at any angle. It has clock-faced 
angle gauge with balanced gravity 


needle, rotating on jewel bearings, 
which immediately and accurately 
determines any angle from zero to 


360 degrees 

The frame is a_e special alloy 
aluminum of high tensile strength 
with black wrinkle finish, equipped 
with abuse-proof plastic windows. It 
comes in a convenient mechanics’ 





pocket-size, measuring 9” x 12”, and 
weighs only 10 ounces. List price is 
$5.95, f.o.b. Cleveland, Ohio. 


Lufkin Offers Red End 
Rule for Brick Masons 


The Lufkin Rule Co., Saginaw, 
Mich., announces a new brick 
masons’ Red End rule for faster, 


easier spacing of brick courses. The 
rule is said to speed up correct 
scaling of brick walls when mortar 
thickness is known and when space 


to be bricked is the only known 
factor. 
One side of the rule is marked 


with consecutive inches to 16th on 
both edges. On the other side is a 
clearly marked mason’s scale. 
Known as No. 636, the new rule 
has sections made from select, hard 
white maple, cut with the grain to 


give every fold extra. strength, 
toughness and flexibility. A hard, 
tough protective finish coating of 


white enamel is applied to take the 
brunt of both weather and hard 
usage. 

Prominent-face figures and clear 
graduation lines are imprinted clean 
and deep. Patented solid brass lock 
joints prevent end play, assure ac- 
curacy and solid brass strike plates 
prevent wear on markings in open- 
ing and closing, it is claimed. 





Wonder Wand Fountain 
Brush by Western Home 


Western Home Products Co., 1006 
Prudential Bldg, Buffalo 2, N. Y., is 
now manufacturing the Wonder 
Wand fountain brush, a combination 
of brush made from special type 
bristles with a fine grain hardwood 
head attached to a four-foot alumi- 
num handle. The handle end is 
equipped with fittings for attaching 
to an ordinary garden hose. 

Brush and handle weigh about one 
pound for washing cars, 
storm windows, porch or 
waterproof floors in a minimum of 
time. it is claimed. Average time for 
car washing is 12 minutes. 

The water flows through the brush 
and onto the surface to be cleaned, 
thus avoiding any waste. No soap, 
pails, cloths or sponges are used. 

Complete with fountain brush, 
four-foot extension handle and hose 
connection, the Wonder Wand retails 
for $3.95. 


ease in 
screens, 
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FASTER SALES 


\ ‘Homke 
)) GRoTaRY 


/ POWER MOWERS 


PRICED TO 
RETAIL FOR 


1 QQ= 


GLH A 

nk 
A *\7 Airfoil shaped blade gives smooth 19” cut to fine 
lawns with ease. The HOMKO Rotary Mower is the latest develop- 
ment for cutting high grass and weeds. A maximum of SAFETY, 
STRENGTH, and LONG LIFE is obtained from the ALL STEEL 
GUARDS AND FRAME. Powered by the latest VERTICAL TYPE, 
DIRECT DRIVE, NATIONALLY KNOWN, 2. H.P. 4-CYCLE ENGINE. 






DEMAND DEPENDABLE HOMKO—TRULY A QUALITY PRODUCT 


MANUFACTURED BY 

WESTERN TOOL & STAMPING CO. 
THE LEADER IN THE POWER AND HAND MOWER FIELD 

2725 SECOND AVENUE DES MOINES 13, IOWA 
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Truty a better Check Valve! One-piece 
bronze, all-position Valves with Flexible Monel 


Metal Poppets . . . can't leak. For use with 
steam, cold or hot water, or other liquids. 
Write for illustrated bulletin No. 204 showing 
complete line of Strataflo Check and Foot 


Valves. 


\ 








The new Cheney nail 
pennant shown above 
creates interest and sells 
your Cheney Nailers. At- 
tractive orange back- 
ground glows in the light 
and attracts attention to 
the exclusive Cheney 
Nail Holding Device that 
saves time and effort for 
the user. You will find 
your pennants in your 
Cheney Nailer cartons— 
use them. 















































Mr. Dealer: 


The Sales Maker is back 


ee 
sales aids ore available free of 
charge at your request. 

Order one direct from us or through 
your jobber and watch your hammer 
soles grow. 


estas. tere 


CORP. 


LETThe FALLS. Hw. YF v.3.a 

















Compact, eye- 
catching, 
2-color Mer- 
chandiser 

No. 133HM. 
Four No. 133H 
‘'Yankee- 
Handyman’ 
Drivers packed 
with unit. 
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Leonel 


NKEE. Handyman 
Screw Drivers 
Now available 
in ; 
gales-making 


merchantisets 


Additional 
sales with Ac- 
cessory Pak 
Merchandiser 
No. 330H. Dis- 
plays Y2 dozen 
Paks, each con- 
taining 3 drill 
points, counter- 
sink and 540” 
driver bit. 


VARKER Mandar 
screw _onive® 
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Dy case accessonets 
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Give a customer a good look at this 
inexpensive tool that drills, coun- 
tersinks, drives and draws screws 
with a simple, easy push... and the 
sale’s a pushover. 


Order these “Yankee-Handyman” Merchandiser 
Units from your jobber today. 


NORTH BROS. MFG. CO. 
Philadelphia 33, Pa. 
**YANKEE’’ TOOLS NOW PART OF 


[ STANLEY | 


Reg. U.S. Par. Off. 


THE TOOL BOX OF THE WORLD 
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Union Intreduces New 
Type Grass Trimmers 


The Union Fork and Hoe Co., 
Columbus 8, Ohio, has introduced 
new type grass trimmers which are 
said to achieve lighter weight and 
perfect balance at the center of the 
blade by the use of a longer handle 
of white ash wood and shorter steel 
shank. 


There is no tendency for the tool 
to twist in the hands, it is claimed. 
The fully heat-treated blades are 
deeply concaved to increase their 
slicing action. The angled serrations, 
on the serrated type blade, act like 
the teeth of a barber’s comb to catch 
and hold grass or weed stems while 
they are being cut through. 

Blades are reversible, as well as 
removable, for easy sharpening and 
replacement. 





Armstrong Gas Heater 
Has Safety Features . 


Just granted A.G.A. approval is 
the new model 925-8 radiant circu- 
lator for natural, manufactured, or 
L.P. gases. The unit is manufactured 
by Armstrong Products, Inc.. Hunt- 
ington 12, W. Va. A safety feature is 
the fact that it can not be turned on 
unintentionally by children, pets, or 
adults brushing against the valve 
handle, which is out of sight behind 
a side door, but easily accessible. 
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STOCK 


the 4 ways 
“Easier to Sell” line 


CHICAGO 


“Safety Plus” Hexagon 
Head Cap Screws 
























© Constant Demand—The constant de- 
mand for the “Chicago” line makes it 
easier to sell—it's the line for replace- 
ment used in original assembly in ail 
fields of manufacture. Why? 

® They're Stronger— More uniform—gzive 
a perfect fit for every replacement need, 
and 

© They Cost Less—They fasten faster 
and tighter—resulting in lower ultimate 
costs to your customer, which makes 
them “easier to sell." 

© Better Service—Increased “Chicago” 
plant facilities and production means 
“round the clock" service, higher quality 
better packaging, and a more complete 
line. Yes, here is a greater projit line for 
you to feature—all four ways 

Remember to ask for these “Chicago” 
products from you hardware distributor 
Hexagon Head Cap Screws, Steel and Brass * 
Square Head and Headless Cup Point Set Screws 
*® Semi-Finished Hexagon Nuts, Steel and Brass * 
Hexagon Castellated Nuts © Fillister and Flat Head 
Cap Screws * Taper Pins * Milled Studs * 
Socket Head Cap Screws * Socket Set Screws * 
Socket Pipe Plugs °* Stripper Bolts or Shoulder 
Screws © Square Head Dog Point Set Screws 
© Keys, Assortments and Kits 


The CHICAGO SCREW COMPANY 


2515 WASHINGTON BLVD., BELLWOOD, ILI 


stab hed 18 





The compact body and inner unit 
are finished in rich brown, vitreous 
enamel with maple trim. Reflector 
and dress guard are chrome. Each 
radiant is rated at 5,000 B.T.U., for 
a total of 25,000 B.T.U. The ai! 
shutter is specially designed to re 
sist dust closure tendencies. The 
925-R is 19” wide, 11” deep. 





Roxdale Issues Consumer 
Guarantee for Tileboard 


Roxdale Building Products Corp., 
New York 67, N. Y., has recently is- 
sued a consumer guarantee for its 
Roxbord, the tileboard with the 44’ 
x 41%” blocks 

Officials of the company stated 
that to the best of their knowledge, 
this was the first written guarantee 
ever put out by a tileboard manu- 
facturer in the 30 years tileboard has 
been on the market. The Roxdale 
guarantee specifically states that 
Roxdale products are alkali proof, 
and that they will not chip, crack, 
craze or peel. 

Improved production methods are 
said to have permitted issuance of 
the guarantee. These include spray- 
ing the finish on hot at 200 degrees 
F. and then baking Roxbord for one 
full hour at 250 degrees F., in addi- 
tion to the development of a new 
alkali resistant finish. 
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More PRO#F/7 For You —~— 
Better PERFORMANCE For Your Customers 





Look at these big features: 


@ No damage from sand in water 
@ No packing glands to leak or adjust 
e@ No piston leathers to wear and replace 


@ No lubrication—ball bearings sealed for life 


In two sizes and in electric or gasoline models 


Write for complete details and prices 












3 REPEAT 


sar FAVORITES 


with TRADESMEN 
and HOME “PUTTERERS”’ 


Consumers Furnace Cement 
This black furnace cement makes 
all joints air and gas tight. Can 
be used to set new furnaces or 
reset repair work. Available in 
1 Ib., 2 Ib., 5 Ib., and 10 Ib. cans. 


Consumers Crack Filler 
(wood putty) Preferred by professionals 
and home craftsmen alike because it’s 
easy working and non-shrinking. Sets fast, 
takes fine sanding and takes stains read- 
ily. Powder form does not deteriorate but 
stays ready to mix with water. 








For Felt Paper Cementing 


Consumers Tiger Grip Linoleum Paste has 
wide acceptance in the trade for cement- 
ing felt paper underlayment. Its use 
avoids buckling and shrinkage of the felt 
Paper caused by the use of other types 
of cement. Economically priced. 





Order Now from Your Wholesaler 


CONSUMERS GLUE CO. 


1515 N. HADLEY ST. ST. LOUIS 6, MO. 
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Nearly 70 years of 
specialized manufac- 
turing experience as- 
sures lawn mowers 
that you can 
handle with 
absolute 
confidence 


Model 76A Power King 


A thoroughly dependable power job 
Completely modern design, precision 
built. Many desirable features: — Alumi- 
num alloy castings. Tubular steel handles 
Attractive baked enamel finish. 5-blade 
ball bearing reel with take-up for wear 
20” cut, adjustable for height. Positive 
clutch. Highly reliable power unit. Rug- 
ged tires. Weight 87 Ibs 


Model 550 Deluxe 


Unquestionably the 
finest hand mower 
we have ever built 
Light modern, 
smooth running 
Popularly priced. In- 
vestigate this excel- 
lent selling item 


Information on request. Write tedey! 


AST-rO0 


MANUFACTURING CO. 


Springfield, Ohio 
POWER & HAND LAWN MOWERS 
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SouTH BEND CRoQueET 





MODELS FIT EVERY 
CUSTOMER NEED! 





Model 986 
Deluxe Six Ball Set 


Popularly priced South Bend Croquet is 
offered in 4 and 6 ball standard and deluxe 
models to meet every customer requirement. 
Each set has the same gay, colorful styling as 
well as the same quality manufacture, such as 
rock maple balls and hardwood mallet heads 
with screw-in handles. 


Show This Book, 


L4 





16 page, 2-color book— 
“How To Play Croquet” 
—describes complete his- 
tory and rules of game — 
25c list. Quantity dis- 
counts to dealers. 


SALES REPRESENTATIVES 
East—Julius Levenson, 7 East 17th St., N.Y. 
South —Louis Williams & Co., 3rd National 

Bank Blidg., Nashville, Tenn. 
Midwest—South Bend Toy Mfg., So. Bend, Ind. 
So. Calif. & S. W.-Anderson Sales Company, 

730 W. 10th Place, Los Angeles 15, Calif. 
No. Calif.—Standard Toy Agencies, 718 Mission, 
San Francisco, Calif. 
Denver & Pac. N. W.—Leo Scherrer, 2840 W. 
93rd St., Seattle 7, Wash. 
SOUTH BEND TOY MFG. CO. 
SOUTH BEND 23, INDIANA 


SOUTH BEND | 


AMERICA’S FAMILY GAME 
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Genseo Announces New 
Chisels Merchandiser . 


The Gensco Tool Division, 1806 N. 
Kostner Ave., Chicago 39, Ill, has 
announced a new point-of-sale mer- 
chandiser for its imported Swedish 
wood chisels with unbreakable plas- 
tic handles. 








The display stands 19 inches high 
by 14 inches deep, with deep blue 
background and red and white let- 
tering. The base and crossbars are 
natural wood finish. 

Eleven chisels are displayed from 
% to 2 inch sizes, This display is 
free with the purchase of 16 plastic 
(or birch) hand chisels (one set of 11, 
plus one each of the 4, %, %4, 1 
and 1% inch replacement sizes). 
Packed as a unit with chisels, set-up 
instructions and literature are in- 
cluded. 





Master Lock Announces 
New Little Giant Padlock 


Master Lock Co., Milwaukee, Wis., 
has announced a new addition to its 
series of Little Giant padlocks, the 
No. 44. This compact 1%4” padlock 
is the smallest in Master’s series of 
economically priced padlocks, selling 
for only 20 cents retail. 

The No. 44 has a hard-wrought 
steel case, reinforced with a ribbed 
edge for strength. Improved multi- 
spring lever security is said to pro- 
vide an unusually good range of key 
changes for a padlock in this price 
range. 

Other features include: individual- 
ly milled, nickel-plated keys; solid 
brass key 
through the 


guide that extends clear 
lock: 


and a_ strong, 








There are no finer salad bowls than the 
Parrish ‘‘Supreme Finish''—the bowls of ex- 
quisite Wild Cherry and Hard Maple woods. 
Tne rich, permanent beauty and elegance of 
“"Supreme"’ quality assures you and your 
cust s plete satisfaction and mutual 





profit. ; 


No other bowls have the exclusive 
“Supreme Finish'', which penetrates fully 
and remains an integral part of the wood as 
tong as the bow! lasts. Sanded to satin 
smoothness before the final, odorless, clear 
finish is applied, heirloom quality is 
achieved. Yet the prices “7 low and popu- 
lar with your customers while affording you 
@ very good margin of profit. 


Inform your sales people why Perrish 
bowls are the choice of ‘those who know" 
—why the ‘Supreme Finish'' is different, 
better; why fruit acids, garlic, onion, fish, 
even alcohol will not injure nor leave un- 
wanted tastes and odors. Tell the facts and 
you'll sell more. 


Descriptive folder, price list, discount and 
selling helps upon request. 


J. SHEPHERD PARRISH COMPANY 
205 WEST WACKER DRIVE 


CHICAGO 6, ILLINOIS 


he World's Lergest Monutecturer of 











shackle. 
cadmium- 


3/16” self-locking swivel 
The entire padlock is 
plated to prevent rusting. 
Each padlock is individually boxed, 
12 to a carton that can be used as 
an effective point-of-sale merchan- 


diser. 
The new Master No. 44 increases 
the Master Little Giant padlock 


series to four. 





American Brand Twine 
Kits Offered Jobbers . 


New sample containers of Amer- 
ican Brand twines, designed express- 


ly for twine salesmen, are being 
supplied to jobbers by American 
Manufacturing Company, Brooklyn, 


New York, cordage mill. 

The kits are standard file size 
(812” x 11”) folders of durable stock, 
attractively finished with a tough 
plastic coating which resists soiling. 
Each kit contains 12 samples of 
either jute or sisal twine. The sam- 
ples consist of several strengths of 
twine plainly identified with in- 
dividual labels. Kits are easy to car- 
ry and fit brief cases and sample 
bags with minimum bulk. 

Jobbers interested in obtaining 
kits for their sales force should write 
to American Manufacturing Com- 
pany, Noble & West Streets, Brook- 
lyn 22, N. Y. 
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500 FISH on ONE 
Wright & McGill 


: ’ i NOW i 


PROVEN FISH GETTERS FOR BASS, 
CRAPPIE (SPECKLED PERCH), 
BLUE GILL & OTHER GAME FISH. 





The MIRACLE MINNOW has certainly worked miracles 
tor me says Jomes Younkman, Jr., of Sarasot Flo ) 
It worked so well on se al occasions thot | expected a 
ae i, ~ tish on every cast! W } MIRACLE NNOW 
— aan “ | hove actually landed more than 590 fish—most of which 
=o etl | reiurned to the g f gre 
tn “4 pike, hog fish, and gar 
L 
3_ ox. de ox. 





12 colors 12 colors 












x. INTERLOCKING TYPES 
EXTRUDED BRONZE & ALUMINUM 


“* | Decorate with 


MAKE MORE SALES AND PROFITS — with these deep- 





is , ' 

running, action-plus lures! Made c oble plastic, per 

p< fectly balanced for trolling and casting 

tt If your jobber can’t supply you send us your order 

a" with his name and address ~ 

oat. * teins { 

ish, 

pony Write for complete | Nome 

and details on merchan- P | 
disers and FREE 1 address | 

tlie a com hine oy EE i 

ond ing calendor and Cit Siar 
color paintings of 1 y atte | 
game fish! Bee a ee 


Aluminum Molding 














Y 
WRITE TODAY FOR FREE CATALOG Tic bam Tic la mado 
i Decorite, Inc., 2116 Peachtree Rd., Atlanta, Ga. Box 7-SH, Capitol Hill Station, Denver, Colo 
, Se 
8. Sn 
\- 
: 7 psa certen oe 
AMERICA’S BEST- KNOWN, MOST POPULAR LINE ee HEL 
. 


No 810 Dazey 
Blend-R-Mix 





” 


No. 150 Dazey Crackit 
Nut Crocker 





oC THE DAZEY DELUXE CAN OPENER { = 
IN DAZEY KITCHEN -TESTED COLORS { 
- > 





® Profits—profits, and more profits 


| Black Leaf 40 is a safe, reliable, dependable insec- when you sell Dazey Kitchen Helps. | 
, ticide, backed by many years of successful use as a ' Famous Dazey products are con- Opens and seals 
"| spray, dust, delouser, dip, drench and repellant. | iy sumer accepted... quality tested ars, bottles, etc 
|, Home gardeners, farmers, poultrymen, orchardists, | Q Y nationally advertised...Dazey a> 
vegetable growers, flower growers, and stockmen use No. 160 Dazey Kitchen Helps are available in Dazey 
this well-known product. ' Triple ice Crusher kitchen-tested colors, either individ- 


' 
| Black Leaf 40 is nationally advertised in thousands uany Garages oF & Em pamege 
' 


i — & rtments. Ask rr lar jobber 
» of publications. It sells every month of the year, f - ) eS cei dade te Meee ‘4 No. 120 Dazey 
) reducing your inventory by replacing numerous U_ (® — ey ee Super Juicer 

| Seasonal, one-purpose items. It pays you to stock wa - DAZEY CORPORATION + ST. LOUIS 7, MO. 
} 





Black Leaf 40. No. 900 Dozey Sharpit 
3 Knife and Scissors Be arte 
[ TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION Sharpener 
_ RICHMOND, VA. + SAN FRANCISCO, CALIF. no TT 
. aa — ucts.. CAN OPENERe KNIFE SHARPENER 


NUT CRACKERe FAMOUS DAZEY CHURNS 
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SELL SHERIDAN 


GENUINE PNEUMATIC RIFLES 





yw PROFIT... 


en Full discounts plus satisfied customers 
—— ore your assurance of maximum 

—s profit, when you stock 

Sheridan. 







Silver Streak i 
Model - List, 

$49.95 
COOPERATION... 


Company integrity, national 
advertising and famous ‘‘talked 
about"’ quality help 
build store 
traffic, 








Sporter 
Model - 


s) 35. 00 
CUSTOMER 
SATISFACTION... 


Custom-like craftsmanship has 
built the reputation, ‘*Sell them 
a Sheridan and they 
stay sold!"* 


List, 











Super-Grade ~ 


Model - List, 


556. 50 





STOCK SHERIDAN AND YOU 
COVER THE ENTIRE MARKET 
Sheridan's complete line of pneumatic rifles 
offers a model for every price bracket. This 
greater sales opportunity means greater profit 
possibilities. Any Sheridan is ideal for small 
game and target shooting, is quiet operating, 

and can be used anywhere—sa/e/y. 

ane SEND FOR FREE CATALOG 

| hag AND PRICELIST 
-S5 . A postcard or letter wil! bring 

— full particulars promptly. 
SHERIDAN PRODUCTS INC. 
DEPT. 250-E * RACINE, WISCONSIN - 





FLAT WIRE TEMPERED 
BROOM RAKES 





i ¢ 
The frame of this ORDER 
Broom Rake is of TODAY! 


one-piece con- 
struction, 1I8- 
gauge steel. 


The tines are of high carbon, tempered, 
cold rolled flat wire, with rounded edge, 
5/16"' x .029. The tines are of one piece, 
interlocked into the frame at the neck, 
and cannot work loose. The combination 
is a pape one that will give lengthy, 
satisfac service—and due to the one- 
piece construction, will always retain its 
shape. Packed 6 Heads to re-shipping 
carton. 

The handle furnished is No. 1 hardwood, 
clear lacquer finish, 1 x 42 inches, 
packed 6 to a bundle. Combined ship- 
ping weight, 23 Ibs. per dozen. 


WIRE PRODUCTS CO. 


gre NORTH 24TH ST. BIRMINGHAM, ALA 
- ©. BOX 5355 N. BIRMINGHAM STATION 


ee 13th year of furnishing products 
for the Wholesale Trade 
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Vending Display for 
Motor Shear Pins . 


The Florida Fishing Tackle Co., 
St. Petersburg, Florida, is now in 
full production on the new vending 
display for selling outboard motor 
shear pins. There are 50 envelopes 
conveniently hung on each colorful 
display board with 25 different shear 
pin sizes—two envelopes for each 
size. 

Dimensions of the display are: 12” 
wide, 21” high, and weight is 4% 
pounds. Each envelope lists all of the 
motors requiring that specified size. 
An alphabetical chart on the back 
of the display enables store salesmen 
to tell the customer what envelope 
he needs for his particular motor. 


SHEAR ee 


s : ¢ 



































nn ge 


eh 


Envelopes contain six shear pins 
and one cotter pin with the excep- 
tion of a few packages which con- 
tain three shear pins and one cotter 
pin. The display vendor is supplied 
to dealers without cost with the pur- 
chase of the display assortment of 
50 envelopes. The suggested retail 
price for each envelope of shear pins 
is 25 cents. 





Stanley Introduces New 
Grinder and Plane ... 


Stanley Electric Tools, New Brit- 
ain, Conn., has announced its No. 
56H bench grinder and the new 
Handyman electric plane, No. 03. 

The % h.p. ball bearing grinder 
for sharpening tools, buffing, polish- 





«++ TO SELL MORE 







PORTER 
backs 
dealers with 
modern 
merchandising helps 


HUSKY HAND FREEZER 


2-, 4-, 6-quart sizes 


MR. DEALER: The Porter-made 
Husky is the only hand-operated 
home ice cream freezer on the market 
backed with a guarantee! This is just 
one reason why you can sell more 
Porter-made freezers. Porter gives 
you truly modern freezer design and 
construction plus modern selling help. 
Write for details. ' 


DOLLY MADISON Electric The 2-quart Dolly 
Madison ELECTRIC 
will operate with the 
contents of three ice 
cube trays! No won- 
der it’s the hottest 
item of the year. 4- 
and 6-quart sizes too. 
If your jobber can't supply, write the factory. 


ORDER NOW 
THE J. E. PORTER CORPORATION 
America’s Largest Manufacturers of 
Home Ice Cream Freezers—82 Yeors Old 
503-3 BROADWAY— OTTAWA, ILLINOIS 
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ing and wirebrush work, offers con- 
stant speed induction for continuous 
operation on AC current, it was an- 
nounced. Full, sealed for life ball 
bearings are also featured. Wide 
wheel guards, adjustable tool rests, 
guards are adjustable to permit 
grinding at any point on wheel cir- 
cumference, toggel-type enclosed 
switch. Net weight, 34 Ibs. 

The new power plane is designed 
to fit storm windows, door and 
window screens and for edge planing 
dressed lumber to correct dimensions 
for bookcases, shelves and other 
projects, it was announced. Cutter 
leaves smooth, waveless surface that 
needs little or no sanding. 

Features include: %g h.p. motor 
unit, 115 volts, for use on AC or DC 
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current; sealed for life ball bearings; 





SOUTHERN TERRITORY AVAILABLE 


Souths wanted by National Concern to con- 
tact Har iware Wh les alers in Established Terri 
tory. Preferences ine lude man not over 35, single 
some hardware sales experience. State qualifica 


ions, salary expected, and send picture. Replies 
held confidential Address Box 648 eare of 
SOUTHERN HARDWARE, 806 Peachtree St, 
N.E Atlanta 5, Ga 








POSITION WANTED 


Young man, 23, graduate Georgia Tech, Indus- 


trial Engineering, now completing first year at 
Harvard Business School, wishes to obtain sum- 
mertime empl er with view of making perma- 
nent connection fter completion of course ir 
i 1951 Particularly interested in marketing 

d distribution. Write W. D. CLARK, Chase 
D 21, Harvard Business School, Soldiers Field, 
Boston 63, Mass. 











18,000 r.p.m.; net weight, 7 Ibs. 
When sharper cutters, available 
as extra equipment, are used in 
place of cutter, plane can be used 
to make all types of moulding cuts. 





ha 
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Increase your 

sales of America's 

leading wicks . . . GLASWIK 

and FLAMEMASTER. These attractive 

merchandisers increase sales and MAKE YOU MONEY! 

Wick can be dispensed quickly and easily, with no waste 

or spoilage. They make excellent counter displays or 

can be hung on a wall or side of the counter. 
COMPLETE DESCRIPTIVE LITERATURE 

ON REQUEST. WRITE DEPT. C 





NORTH WALES, PA. 


MANUFACTURERS OF ASBESTOS PRODUCTS AND SPECIALTIES 











“I’m making money selling 
the idea of MORE BUTTER 
made with the... 






f ) 


| 
as 


A word to the wives sells 
the Dixie-Maid for faster, easier, 
more efficient churning the elec- 
tric way. There’s a model for all 
types of containers—stone crocks 
or jars; choice of jar sizes, too. 
Your mark-up gives you the big- 

gest part of a ten dol- 
lar bill on every sale. 
Repeat business on 
jars and acces- 
sories. 
FOLDERS and 
HANG-UPS, Too 
We supply good- 


Same Nese! 


our ey MORE 
-, BUTTER 
© 
Malte 
a 


Now : 


——- looking printed 
BuTTEA sales helps to push 
t "¢€ N the idea of MORE 
© .\s BUTTER with 
o St & { DIXIE-MAID! 
< 


ORDER FROM YOUR 
JOBBER OR WRITE 


SOUTHERN ELECTRIC PRODUCTS 








ANDERSON, SOUTH CAROLINA 











If You Handle 
Farm Equipment -— 


You would find our 150 page book 
by F. R. Jones, “Farm Equipment 
Service,” of great value in dealing 
with your farm customers. Free with 
a 3-year subscription to Southern 
Hardware — either new or renewal at 


$2.00. 


SOUTHERN HARDWARE 


806 Peachtree St. N.E. 
Atlanta 5, Ga. 
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EASY SELLING 


HURRICANE 


Rotary Power Lawnmower 








NEW Low Price 
NEW 1950 Model 
NEW Sales Features 


One look at this brand new 1950 HURRICANE 

practically closes the sole . . . prospects 

turn into customers as if by magic! But 

it's no wonder— those many, many 

HURRICANE sales features and that 

new low price for a big deluxe mower 

will make HURRICANE your best 
seller, too! 

if you do not have the Hurricane 

line now, send us the coupon be- 

low. By return mail, you'll re- 

ceive all the facts about this 

, fast selling 1950 HURRI- 

CANE... ACT NOW 


MAIL THIS COUPON TODAY 


NATIONAL METAL PRODUCTS COMPANY, INC. 
Department %3% 2722 Cherry Street 

Kansas City 8, Missouri 

Gentlemen: Send me, without obligation, all the facts about your 
new, low-priced 1950 HURRICANE Rotary Power Lawnmower, |! 
want more lawnmower profits! 


















Company Name jn 






Address ow 






City. —— 
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Skilsaw Issues First 
Home Shop Tool Catalog 


Skilsaw, Inc. 5033 Elston Ave., 
Chicago 30, Illinois, has issued its 
first Skil Home Shop Tool Catalog 
for hardware dealers and whole- 
salers. The fully-illustrated catalog 
describes the new and complete line 
of Skil home shop tools for home 
and farm maintenance, repair jobs, 
and wood-working. The line con- 
sists of a 6-inch saw, 2%-inch belt 
sander, a combination sander- 
polisher unit, %4 and % inch drills, 
and the Electrimmer for clipping 
hedges, 

Included in the accessories for 
each of the tools are drill stands, a 








edition of 





The year book, along with the 1950 
“Official Softball Rules,”’ 
may be obtained from sporting goods 
dealers throughout the country. 





saw table to convert the saw into a 
tilting arbor saw: a sander-shaper 
kit, which converts the table into a 
shaper and drum sander; and a 
bench stand for the belt sander. a 
Pacific 

Cal., is now 





H&RB’s 1950 Baseball 
Year Book Available 


Hillerich & Bradsby have an- 
nounced the availability of the annual 
baseball publication “Famous Slugger 
Year Book.” Made up of 64 pages of 
baseball interest, it includes pictures 
of the past season’s sluggers, records, 
hints on how to bat, as well as an 
article on “The Science of Batting” 
by Ty Cobb. 


who wish to make 
The kits 
and 24 
making  fly-rods, 
steelhead fly-rods. 
tournament 
kle, live bait, 
ing-drifting 
fish rods. 
rod are included, 
wrapping thread 


include 
salt-water 


Laminates, 
offering the new 
flex rod-making kit for 
their own rods. 

12 fresh-water 


spinning 


Rod-Making Kits Offered 
By Pacific Laminates . . 


Mesa, 
Sila- 
fishermen 


Costa 


for 
rods, 


variations 


bait-casting-rods, 


casting-rods, 
medium tackle, 
spinning, 
All items of the complete 
except guides, 
and 


light tac- 
mooch- 
and weak- 
tip, 


Sila-flex rod 


varnish, it was announced. Thus, th 
craftsman is given the opportunit 
to fit the rod to his own ideas. 





CONVENTION DATES 





Alabama Retail Hardware As- 
sociation, annual convention 
and trade show, May 17-19, 
1950. Headquarters, Tutwiler 
Hotel, Birmingham, Ala. Secre- 


tary, Mrs. Euna G. Ramsey, 
509 N. 19th St., Birmingham, 
Alabama. 


Hardware Association of the 
Carolinas, annual convention 
June 13-14, 1950. Headquarters 
Hotel Geo. Vanderbilt, Ashe- 
ville, N. C. Secretary, Mrs. Sally 
c. Masten, 118% E. Fourth St., 
Charlotte, N. C. 


Florida Retail Hardware Asso- 
ciation and Georgia Retail 
Hardware Association, annual 
joint convention, May 22-23 
Headquarters, Hotel George 
Washington, Jacksonville, Fla. 
Secretary, W. W. Howell, Box 
183, Waycross, Georgia. 


Mississippi Retail Hardware 
Association, annual convention, 
June 5-6, 1950. Headquarters, 
Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. 
Mansfield, 226 S. State St., 
Jackson, Mississippi. 





* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY 











NOR-SURF . 


BRAIDED NYLON 
SURF or 
eee LINE 


Se 






we S 













Take advantage of customer preference with 
NOR-SURF! Packaged 6 50-yard connected 
spools... 24, 27, 36, 45, 54, 63, 72 lb. tests 
Permanent sand color. This coreless, soft- 
braided Nylon Line has no objectionable stretch 
... long life! Also on tubes of 400, 500, and 
1000 yards ... same Tests and quality! 


NORWICH > LINE COMPANY, 





INC. 





ns NORWICH, N.Y 





* MARSHALLTOWN, 


IOWA 





BUILD 





by 


SELLING PERFORMANCE 


HERE'S a 32 page illustated book chock full of profitable 
selling ideas! You'll find an irrigation sprinkler for prac- 


tically every purpose: 


home lawn, estate, garden, park, 


golf course and farm. 

To build good will and to more profitably sell sprinkler 
performance, send today for your free copy of the 1950 
Thompson Irrigation Equipment Catalog. 


THOMPSS% MFG.CO. 


2261 E. 7 ST. 


LOS ANGELES, CALIF. 


GOOD WILL 














¢ GREAT NECK SAW MERS., inc. - Mineola, N.Y. « 


ENGINEERED QUALITY TOOLS SINCE 1919—at popular prices 





© band saws Vea 
© mitre saws 
© wood chisels 
© fore planes Ny 
FOR ACTION SALES... AG 


© hack saws 
© panel saws 
© pruning saws 
e block planes 


© keyhole saws 
© coping saw frames 
© screw drivers 


© jack planes 
SEE YOUR 


Nationally Advertised Products 


JOBBER 


Cio 
© back saw frames 

© coping saws 

© compass saws & nests 


© smooth planes 


IMAMEDIATELY! 
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